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The name Keps has become the name for canvas shoes in America, In women’s shoes, it's 
Keperres. You don’t have to “push” them, They're so well known—so popular—they sell 
themselves, They do another important thing for you, too—they build traffic in your store, 
helping you sell more of all types of shoes, How's your stock of Keps® and Keprrres®? 


United States Rubber 








CELLULAR NEOPRENE SOLES 


provide cushio 
long-wearing 
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Built for the outdoor man, these ‘‘Park-A-Seal’’* boots fea 
ture extras in both comfort and service. An 8” insulated 
side-seam moccasin toe cushions the sportaman’s foot. High 
lacing uppers offer the support he'll need in rough terrain 
And adding the extra bounce to his stride are cellular neo 
prene soles 

Thousands of tiny, closed cells form a lightweight and 
flexible sole that is a springy mattress between the foot and 
the ground, These soles have the further advantages of the 
inherent properties of neoprene—and that means they're 
rugged! They can withstand constant scuffing . . . flexing 
without cracking... and they retain their strength even 
when exposed to broiling sun and freezing temperatures. 

Shoes with soles of Du Pont neoprene have always been 
one step ahead... in appearance, performance and sales, 
Let your sales story feature the advantages of neoprene soles. 


4 BROWN SH i” 


The rubber made by Du Pont since 1932 


. 
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BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 








ned comfort in 
sports boots 


bY Hl. H. BROWN 


Courtesy: H. H. Brown Shoe Company, In 
Worcester, Massachunette 


Only neoprene offers this balanced 
combination of properties 
for shoe soles of all types 


© Resistance to oils, greases 
© Resistance to flex cracking—even at 
freezing temperatures 
® Resistance to abrasion, chipping 
© Resistance to acids, and other chemicals i; 
© Resistance to heat ey 






SEND FOR NEW FREE BOOKLET a 


" =a | 
i. 1, du Pont de Nemours & Co. (Ine.) ~<a | 
| Elastomers Division BS-6, Wilmington 98, Del, _ 
| Please send me your booklet which contains information | 
1 about heoprene soles descriptions of neoprene’s unusual | 
| properties and superior qualities | 
| Name Position | 
| Virm | 
| Addre | 
! City “fate 
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BROWN 


z ; We wish we had a brass band 
ralic ise ta welcome you to the biggest 
convention of Brown Franchise 


s 
Retailers g Retailers St. Louis has ever seen. 


There are 607 of you now. All 
independent owners of your 
own retail stores operating under 


the Brown Franchise program. 


@ ¥ 
National Of course, we're especially happy 


to see the new faces. We think 








you'll like exchanging ideas with other 


o 
Convention Brown Franchise Retailers who have 
already proved the growth and 
Hotel Chase, profit possibilities of concentration 


. on Brown's pre-sold brands. 
St. Louis £6 wa 
We also think you'll like this fall's 


promotion plans. They're aimed 


June 11-12-13 at making Fall, 1956, the best season 


in Franchise Store history. 





Once again our heartiest welcome 


... we hope you enjoy your stay. 


Brown Shoe Company 


St. Louis... Makers of: Air Step * Buster Brown * Official Boy Scout Shoes 
Official Girl Scout Shoes * Life Stride * Naturalizer * Pedwin + Propr-Bilt 
Risqué * Robin Hood * Roblee * Westport 
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Square throat Nylon straw. Waffle désign 
leather sole. Pancake heel. Leather counter. 
Sizes: B—3%2-10, AA—4-10, AAA—5-10. 









NATIONALLY ADVERTISED 






_) PEGGY 
~*~ skimmer pump 
> MA KID LEATHERS 


avy Blue 
Brown Kid Suede 
Pastel Pink 
Pastel Blue 
Black Patent 
Black Kid Suede 





(can be dyed) 

Apricot Glazed Kid 

Lime Frappe Glazed Kid 

’ Yellow Glazed Kid 

Turquoise Glazed Kid 

Tangarine Glazed Kid 
iN STOC K Oriental Cloth 

Vanilla Glazed Kid 


Avocado Glazed Kid 





ee $A 4 Made on a new pump ast. 100% leather 
ned, Pancake heel, Leather sole with watfle 
one pair or a thousan design. Sizes; Women's AAA 5-10, AA 4-10, 


B 3%-10, Misses B, © 124%-3, 





Analine 
Eggshell 
Pastel Pink 
Pastel Blue 


Cambi Ruff Write ‘ite for exclusive 
Apricot ia your down 


Creampuff 

Ceylon Blue 

Svamed vamp, buckle ornament, Unlined. 
waffle design leather sole. Leather ft, 
Pancake heel, Sizes; B—344-10, Mois, 





ites 


ED WHITE JUNIOR SHOE CO. ¢ DEPT. 14 © PARAGOULD, ARKANSAS 
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“why shouldn't we know 


About LEVOR’S NEW 
CALF LEATHER? 





7G. LEVOR SCO, INC. 




















S.Famin 





LEVOR CALF & KIP 


IN THE COLORS YOU WANT, 
ALSO WHITE & BLACK 






































G. LEVOR & CO, INC 
TANNERS FOR GO YEARS 
GLOVERSVILLE, N.Y 
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WHAT THIS COUNTRY NEEDS 
IS A GOOD *5-°6 CHILDREN’S 








IN STOCK FOR IMMEDIATE DELIVERY “% 
BLUE BONNET SHOES, INC,, 5 FRANKLIN STREET, LAWRENCE, MASS,—WRITE, WIRE OR PHONE COLLECT TODAY 
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The best way to 
increase 

profitable repeat sales 
is to stock 


and sell 




















SHOES FOR CHILDREN 


EBY SHOE CORPORATION « EPHRATA, PENNSYLVANIA 


Les Angeles Office: Alexandria Hotel, Room 602 
New York Sales Office; 465 Marbridge Bidg. 





Boot and Shoe Recorder 








- 
) 


June |, 








1956 





New ~ 
new TOWN & COUNTRY SHOES 
are cushioned with AIRFOOT! 

















MADE ONLY Noten o> igtaae ” 


Airtoot ~T.M. ‘The Goodyear Tire & Rubber Company, Akron, Ohio 
WORLD'S FIRST, FOREMOST AND FINEST FOAM RUBBER CUSHIONINGS DESIGNED SPECIFICALLY FOR ROOTWEAR! 

















Liyler 









This is the “Mayfair” —fashioned-to-the-minute—and 


cushioned-to-the-minute with AIRFOOT, 
Why do so many of the best names in footwear choose 
AIRFOOT? One reason is that AIRFOOT protects good 
names—won't let manufacturers down, won't let 
retailers down, won't let consumers down. 
And below are other reasons why AIRFOOT can help 
you build a bigger, foot-happier following: 

f 





HOW AIRPOOT CUSHIONS 
WITHOUT ADDING BULK 


The superior compression and 
“comeback ratio of AlRFOOT 
allows thinner sections in insole 
cushion applications, Full, lasting 
comlort = without compromise of 
style! 


4 


LIGHTER-POR-DENSITY than other 
rubber cushionings«yet the thin 
nest layer stands up! 


CONTROLLED AERATION— 
breathes" all over without form 
ing weak spots 


UNVARYING SUPPORT ~ scientilic 


compression ratio assures instant 


comeback tor lite of shoe! 


PROVED QUALITY 


development, years in use under 


years tn 


all conditions, assure customer 


satistaction 


NOTE TO SHOE MANUPAC- 
TURERS; For samples and intor 
mation on ease of application 
contact; Goodyear, Foam Products 
Division, Akron 16, Ohio 

















YSEN BROS. SHOE CO., INC. 
DUIS & MISSOURI 


As exciting as its name, Las Vegas is a low silhouette dropped 
side line pump on the slenderest of heels. Subtle contrast trim 
and sparkling buckle on rich Surpass Black Suede, it’s a com- 
bination of imaginative styling and exacting workmanship that 
is typically Johansen, 


Member of the Kid Leather Guild 





WESTMORELAND $8TS,, PHILADELPHIA, PENNSYLVANI 
‘ Pe | / atontia es 
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to retail at $9 95 


One “hot” pattern... Eight ways to ‘cool’ profits! 


@ No “Jelly-Roll Blues” with Fortune next fall, Just the opposite, in fact. The Fortune 
"Jelly-Roll" is the smartest new young man's style to be found in any line. Available in eight different leather and 
color combinations, it's just the kind of "hot" shoe that will be a tremendous hit. And you know how profits go up, 
up, up when you have a style that's a big hit with the young crowd, 

Offering smart, unusual styles that make a big hit is nothing new with Fortune. It happens season after season, 
That's one reason a Fortune franchise is so valuable. Other reasons are Fortune's dramatic national advertising in 
leading magazines and its colorful window panels and newspaper ad mats and other local dealer aids. Write 
today for details about the sensational “Jelly-Roll” style and the overall Fortune proposition for fall, which is the 


strongest, best balanced ever, 


[ most styles *9% to *14 


SHOES FOR MEN 
Fortune Shoe Company Nashville, Tenn., Division of General Shoe Corp. 





Qn 











FAST-SELLING 
TY ER Footwear 
























for fast-moving feet “ 


Here are “naturals” for back-to-school sales —Tyer canvas sports shoes and rubbers. 
Tyer’s Hi-Athletik and Wings are perfect for gym and after-school wear. 
Both fit youngsters’ feet comfortably and give maximum wear. 
The girls’ Hi-Athletik features a crepe design outsole. The boys’ Wings 
have non-marking molded suction soles. Both sell at popular 
prices to fit “back-to-school” budgets. 
Display these sports shoes prominently, They'll lead to another 
sale —the Tyer Sierra for stormy weather wear. 


TYER 7% 


ADE eV 2 Rm, BMBACECACHVUSEe TT TS, 








TYER RUBBER COMPANY Footwear Division, Andover, Massachusetts BS 


Gentlemen: Please send me the latest Tyer Price Lists on Canvas and Rubber Footwear, 


NAME — a ONSEN STREET... 











SUPERGRIP 


Sets the Pace 
for Good Bonding 


In hundreds of factories, Supergrip is setting the standard for a quality, 
reliable product. And the number of users is increasing steadily as more and 


more factories find out that Supergrip offers more. 


For example, top grade materials and blending methods provide bond 


strengths that take a big worry out of cement shoemaking. 


Add to this the extra mileage Supergrip gives, the cement know-how 
thatstands behind every 
gallon of Supergrip 
and it’s easy to see 
why Supergrip is the 
shoe industry’s num- 
ber one name in sole at- 


taching cements. 


If you want to be sure you're getting 

the best value for your cement dollar 
call your nearest United branch office. 
We'll help you select the right cement for 
your methods and materials and arrange 


a demonstration. 


SUPERGRIP cements 


UNITED SHOE MACHINERY CORPORATION, BOSTON, MASS. 














The profit’s bigger when 
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shoes are outgrown { 


instead of worn out 





That’s why it pays | 
to specify | 


AVONITE SOLES 


for children’s shoes 








>» 






Take the matter of returns alone. Most of 
them are for sole failure. One retailer found he saved ap- 






proximately $80 a month over a four year period during 






which not one single pair of Avonite soled shoes were re- 





turned for sole failure.* 







Take repeat business. Parents bring the 





children back for more shoes that won't have to go to the 






cobbler’s. That's profitable, too, 






Take new business. Parents tell other parents 






about your shoes with Avonite Soles and so you gain new 






customers. That’s growth. 







It certainly pays to sell shoes with the Solemark 
of Quality. 








A, 





AVONITE SOLES 
are 


Nationally 
Advertised 


PARENTS’ MAGAZINE 
AMERICAN GIRL 
GIRL SCOUT LEADER 


To make the most of Avonite's 
consistent advertising display 
your Avonite soled shoes for 


both boys and girls and men- 


tion Avonite Soles in your own 


advertising. 

















Min. 
“™, 


~. 
~ 


He'll 
outgrow 
atk dalel- 1. 


soles 


wear out 














je 505 
ag Cashmere 


Grain 
le 506 
"law Cashmere 


Grain 


Style 316} 
$ an Grain 
tyle 316 
sels ore Peria/ Grade, 
reroded meant toy ro lined 
ch carton. ™ Neel to toe, 
: an this some shoe 2 : 
in men's sizes 7-\2. 


Black Tart, 


| “e complete 
line 


line 


10 rete} 

to retail a eae eCtail at $1995 __ $1295 
soc 

Made in the , man’ shoe styles coverin 

for Men with into men's “ey ninct the 

quality that go 3 sizes 1 chant 


boys — s styles in men's 8 vality mar ket 





Nationally advertised in| LIFE and ESQUIRE 
FOR CATALOGS — or for Salesman to Call, write: 
GARDINER SHOE COMPANY, INC., Main Office, Faztory and In-Stock Department, 
Gardiner, Maine. 


NEW YORK SALES OFFICE: FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Buckingham & Hecht 
Marbridge Bidg., 47 W. 34th St. 817 S. Los Angeles St., Los Angeles 



















quality... 


VUL CORK & VULCORK NEOPRE 





#7790— Men's Goodyear Welt 
Russet Elk Plain Toe Oxford, 
Stock Tongue, Twill Lined Vamp 
Cushion Insole, Leather Inside 
Counter Pocket, Single Heavy 
Brown Vul-Cork Sole, Whole 
Brown Rubber Heel, Steel 
Shank, Cushion Arch Support, 
10 Sidewall Last. 
C and E 6 to 12. 


#7026 — Men's Goodyear Welt 
Russet Elk, Plain Toe Blucher, 
Twill Lined Vamp, Stock Gusset, 
Heavy Brown Vul-Cork Sole, 
Whole Rubber Heel, Cushion 
insole, Arch Support, 

Steel Shank, 10 Sidewall Last. 

C and E 6 to 12. 


#6017 — Boys’ Goodyear Welt 
6" Russet Elk, Plain Toe 

Twill Lined Vamp, Soft Ooze 
Gusset Brown Vul-Cork Sole, 
Brown Rubber Heel, Steel 
Shank, 40 Last 

Cand E 1 to6 









ali the way 


Vul-Cork, the quality soling material, is just what you’d expect to find 
on these quality work shoes by the Milwaukee Shoe Co. of Milwaukee, 
Wisconsin. And Milwaukee King maintains its position as a brand name 
by selling shoes of the quality that assures its dealers of 

those profitable repeat sales. 


If you make, buy or sell work shoes, look at the sole first. If it 
carries a Vul-Cork label, you will get more than your money’s worth. 


Vul-Cork Sole Division, Cambridge Rubber Co., Taneytown, Md. Makers of Vul-Cork 

















.. + 80 light, so flexible, so resilient you can roll them up... right in the palm of your hand. 

















Nationally advertised in 

LIFE, SATURDAY EVENING POST, 
COLLIERS, LOOK, ARGOSY and 
AMERICAN LEGION 


Style No, 8523 














ADVERTISING 


Mr. Smith tells Mr. Jones——tells Mr. Brown——tells Mr’ 
Green. National advertising behind Johnsonian Guide- 
Steps works harder for shoe retailers when it is backed 
by this kind of word of mouth advertising. 


Johnsonian Guide-Steps get both kinds of advertising. 
Customer satisfaction, based on solid comfort and 
superb styling, spreads the word. And alert shoe 
retailers catch on quick: they stock Guide-Steps for 





Style No, 8503 fast, volume selling. 
How about you? Write for the complete story on Guide- 
Style No. 8590 Steps, and, if you wish, a call from one of our repre- 


sentatives. Get the word on Guide-Steps, the profit line 
at $9.95 and up. 


A PRODUCT OF Menoicorr JOHNSON 


full color movie on the Guide-Step 


principle, Write for details, GUI DE - STE PS 


Johnsonian Jr. Guide-Steps also available in some styles 
ENDICOTT JOHNSON CORPORATION 
Endicott 1,N. Y. St. Louis 2, Mo. New York 13, N. Y. 





Successful models of GUIDE-STEP shoes have also been developed in our children’s, misses’, growing girls’ and women’s lines. 
The salesman who carries JOHNSONIAN GUIDE-STEP can tell you about these lines, too. 
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Shoes 








Tue illustration above appeared as a front cover on 
the American Weekly some months ago. 


Amusing ? 
Perhaps, but before you smile too broadly, it might be 
well to consider the implications it holds for shoes and 
shoe selling. 

The American Weekly is a mass medium with a cir- 
culation of more than ten million and an uncanny 
faculty for understanding the thinking of its readership, 
and for knowing what makes it tick, laugh, cry, and 
buy. The great human interest appeal in the situation 
dramatized on this cover lies in the fact that it strikes a 
responsive note immediately in the mind of the reader. 
It’s “happened to him” at one time or another. To a 
father, who has found himself in a similar predicament, 
it has its poignant and amusing aspects, Shoemen,. un- 
doubtedly will react differently. 

But this situation is well worth some analysis and 
comment. The retailer, with professional pride, is 
checking his fit, well pleased with the three pair sale he 
has made. The father, holding three bills and an 
empty wallet in his hand, scratches his head and won- 
ders whether the money will cover the cost of his 
youngsters’ shoes, 

You decide whether this situation is amusing, or not. 
At any rate it’s graphic and a perfect example of the 
economic intangible, “expendable income,” and it holds 
a lesson for shoemen. 

Elsewhere in this issue, Boor AND SHoe Recorper’s 
industry panels discuss manufacturers’ and retailers’ 
pricing and profits, While each group expresses some 
dissatisfaction with the other’s pricing philosophy, the 
panels agree substantially that shoe prices could be in- 
creased without affecting sales or consumption. 

Earlier at the Popular Price Shoe Show, Jack Schiff, 
president of the National Association of Shoe Chain 
Stores and Co-Chairman of PPSSA expressed a dif- 
ferent viewpoint in a wise and timely observation to the 
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ust Get There First 









































Editorial 
Outlook | 


effect that “about the only time that a price increase 
does not present a real problem to retailers is when it 








results from an international or national emergency.” 

Rises in the costs of producing shoes must inevitably 
be translated into their selling prices, but the consumer 
is not particularly interested in whether or not export- 
able surpluses of hides are truly “surpluses,” or in the 
vagaries of a commodity market under speculative pres- 
sure. Shoes are not on trial here for their value or 
worth, neither are manufacturers’ or retailers’ profits. 
Fact is, the father just does not have any more shoe 
dollars in his wallet. Why? That’s the question shoe- 
men must answer for the big pay-off. 

Perhaps he owns a $15,000 house, or will in twenty 
years if all goes well and he meets the mortgage pay- 
ments. Perhaps he is having “twice as much fun for 
$66 a month” in a new Ford Station Wagon. Mort- 
gage payments, car financing, the butcher, the grocer, 
and the baker have beaten the shoemaker to “the draw” 
as they have a consistent, and unpleasant, habit of 
doing. 

Convinced as shoemen are of the worth of their prod- 
uct and its realistic pricing, they must recognize the fact 
that there are dozens of other items, which because of 
intensive advertising and promotion have a more im- 
mediate “buy appeal” to the consumer than FOOT- 
WEAR, 

There is an important selling job to be done to 
register a continuing consciousness and desire for shoes 
in the consumer’s mind, And, there is more to it than 
convincing the consumer that he receives value in shoes, 
that shoes are comfortable, safeguard health, or that 
they are correct for the occasion. The job te be done 
is a big one and it is likely to be costly too, because 
advertising skills, media, space and time do not come 
cheap. 

But the job must be done if shoes are to enjoy a fuller 
share in the expanding American economy. We must 
convince the consumer that shoes are not mere neces- 
sities, but are every bit as desirable and can produce 
the same sense of personal satisfaction as the ownership 
We 


remove forever the label, “cost of living item,” which 


of a new refrigerator or station wagon, must 
an outmoded economy assigned to shoes and soften 
the sharply defined price brackets which have become 
a fetish in shoe selling. The National Shoe Institute's 
proposed industry-wide promotion plan is a first step 
toward this objective and it deserves the fullest measure 
of support from manujacturers and retailers and the 
allied trades, 

The Institute’s program provides the first opportunity 
we have had to “count noses” after years of demands 
for a promotional action for shoes. The “ante” which 
the Institute has set is a modest one. 


STYLE and FIT _ 
sold these shoes... 











M arch right over to the Five Star Footwear Company if you’re a smart dealer that’s 
looking for plenty of extra “pre-sold” sales! And if you can’t march right over, write 
— and write right away. The Five Star Line means action, because these brands mean 
right fit, right style, right price to the parents of America. And more, more, and still more 
children are happily wearing and will continue to wear Five Star shoes. It’s getting to 
be a profitable habit. You ought to know more about it. 


Old Pale WUCKY STAR Wonder Welt 


FIVE STAR FOOTWEAR COMPANY 


43-01 22nd St., Long Island City 1, N.Y. © Marbridge Bidg., Rooms 403-405 °« STillwell 4-1975 






Style #2712 
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SUPERMAN... 





—How would you describe a shoe merchandiser? 


—If you were fortunate enough to get one that had 
the qualifications as set down by John Morgan of 
Morgan, McGrew & Morgan of Parkersburg, West 

Virginia . . . you would be in business. He de- 

scribes him as “a leader of leaders. 








—*A combination buyer and merchandise man, ac- 
countable to no other than the very top manage- 
ment group. 


—‘As a buyer, he will know the best resources, the 
most effective price levels .. . dedicated to the in- 
telligent selection of a balanced inventory com- 
| patible to his location and will know how to turn 
it profitably. 














“He will know color and texture so that his shoe 
fashions will sell in harmony with basic apparel 
lines and accessory departments. 


—‘He will know lasts and patterns and he will know 
how to write proper size scales so that he can teach 
his staff how to sell proper fit. 


—“He will know leathers and constructions so thor- 
oughly that he will buy—and teach how to sell 
sound value. 


— “He'll be a worker—ambitious, intelligent and 
will know his products inside out and know how 
to promote them from every possible angle. 

—He will not store up his knowledge but pass it 
out in generous measure during regular meetings 


with his sales staff.” 


—Have you a super-dynamo in your store. 


Fuk 


Editor Emeritus 
Boor anbd SuHoe Recorper 
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JUMPING -JACKS’ 


America’s 


Finest Fitting Shoes 
for children 


# 812 


BLACK AND 
WHITE 


# 512 


BROWN AND 
WHITE 


aan See a aSad 
_ = => 
he ee i a 
“saan 


= 


Sizes 12Y%a-4, Widths B to D 


VAISEVY-BRISTOL SHOE COMPANY 
MONETT, MISSOURI 


Footwear Sales Step Up 
when CELASTIC BOX TOES 
Step Forward! 


Why? Because mother, dad and the little ones all appreciate the toe comfort 


Celastic hard box toes or Celastic soft box toes give them — for the life 
of their shoes. 

Footwear for dress or play . . . lined or unlined . . . every style benefits 
— and the sales of shoe manufacturers and the outlets they supply reflect 
it! Are you using these quality box toes to build loyalty for your brands? 


UNITED SHOE MACHINERY CORPORATION ~- SOSTON, MASS. 
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No Boom, No Bust 


Union Sales Stimulant 


Wateh Out for Bad Cheeks 


When the Boss Is Sick 
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by George H. Baker 


Factory sales of footwear evidently are going to continue at moderately 
good rates in the months immediately ahead. There is no evidence on the 
business horizon as seen from Washington of either (1) any sudden sky- 
rocketing of sales, or (2) a sudden downturn. 

Sales reports reaching the desks of the government’s business experts 
show that many asking prices are being compromised. This is particularly 
true of women’s lines. Men’s shoes are commanding the asking prices 
in the great majority of cases. But the trend this year to “dicker a little” 
is still prevalent, and this trend is having the effect of keeping prices 
moderately soft. 


, 
A new union publication aimed at stimulating sales of shoes is getting a 
lot of attention from the government economists responsible for charting 
the progress of the apparel and footwear industries. 

It’s called “Your Shoes—A Short Story You'll Long Remember,” and 
is published by the Boot and Shoe Workers’ Union, 246 Summer Street, 
Boston 10, Mass. 

The pamphlet outlines how mass production and mass consumption of 
footwear in this country make possible quality merchandise at relatively 
low prices. 


Businessmen had better tighten up their defenses against check frauds 
and counterfeiting, the U. S. Secret Service warns. Criminals operating 
these rackets are increasing their activities. 

Last year, the T-men received some 43,900 complaints of check and 
bond forgeries and counterfeiting, an increase of 2627 over 1954, Officials 
expect this year’s total to rise even more. 

Counterfeiting especially is on the rise, the Secret Service says. In 
1955, more than $1 billion in counterfeit notes and coins was confiscated 
compared with only $335,000 the previous year. Some $900,000 of the 
counterfeit money confiscated last year was seized before it could be 
circulated, 


Lack of competent management to take over a store when the boss can 
no longer function is one of the principal causes of small business failures, 
according to the Small Business Administration. 

When an owner or manager fails to give subordinates the responsi- 
bility and authority to develop executive skills through practice, he is 
headed for trouble, the SBA counsels. The result is that good help will 
tend to leave; able new people will be reluctant to join the organization, 
and no one will be ready to carry on the direction of the company affairs 
when the need arises. 

Often, SBA has found, a wife or daughter, knowing little of the admin- 
istration of the enterprise, has to carry the full responsibility, or a total 
stranger is given the load, and very often in these cases the business is 
simply liquidated. 

The agency has prepared a booklet, “Providing Management Replace- 
ments in Small Business” (No. 8 in the Small Marketers Aids series) 
which discusses the need for small firms to improve plans for filling 
vacant top jobs and provides useful guides and procedures for strengthen- 
ing the qualities and traits in potential managers. 
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Copies of the booklet are available from any SBA regional office, or 
from the Small Business Administration, Washington 25, D. C. 


Parking Plan The system used by private business in Washington, D. C., to solve the 
Capital’s parking problem is being recommended as a model for all 
United States cities. 

The system, called “Downtown Park & Shop, Inc.,” is a cooperative 
effort between all types of businessmen—including most retailers—and 
the operators of parking garages. Customers are given an hour’s free 
parking by participating businessmen in private garages, and then pay 
for any time parked above that. The system is benefitting especially the 
smaller stores which cannot support their own parking facilities. 

The National Parking Association has recommended Washington's 
plan as a model for other cities. 

Success of the Washington parking program, completely privately 
conceived and operated, questions the findings of a special committee of 
the American Municipal Association which indirectly urges that public 
authorities take over the downtown parking problem. 


Advice to Merchants The Small Business Administration has published several new pamphlets 
designed to give expert advice to merchants and other small business 
operators. 

Among the recent publications are: 

“Using Your Banker’s Advisory Services,” (No. 68), written by a 
banker, which urges small businessmen to use their commercial banks as 
sources of management help—financial management assistance, trust in- 
formation, finding management personnel, credit policy guidance, and 
record keeping and reporting—as well as sources of funds. 

“Building Sound Credit Policies for Small Stores,” (No. 6) dis- 
cusses various types of credit policies, credit investigating; and handling 
delinquents. 

“Basic Stock Control for Small Stores,’ (No. 5), prepared by a uni- 
versity marketing expert, describes a simple yet adequate stock-control 
and record-keeping system, giving sample charts, as a guide to profit- 
able sales. 

All SBA pamphlets in the management aids for small marketeers series 
are available free from a local field office, or from the agency’s main 


office, Washington 25, D. C. . 








The Mechanized Home Just how mechanized is the average American home? The Commerce 
Department came up with the following figures to prove to a skeptical 
Pennsylvanian that a government exhibit in Germany really does depict 
the average American home: 

Out of an estimated 48,509,000 homes in the United States, 44,787,000 
are wired for electricity. There are 41,400,000 electric refrigerators in 
use, representing 92.4 per cent saturation of homes wired for electricity; 
32,800,000 electric toasters are in use; 36,418,000 washing machines; 
12,086,000 electric stoves; 33,200,000 television sets; more than 120,000,- 
000 radios, and 13,246,000 steam irons. 
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— AT YOUR HAND SEWN VAMP 
MOC-CASUAL BUSINESS! 


Here’s a consistent best-seller, season 
after season . . . a pattern proved in 
popularity and priced for profit. 


No question about it — Viner offers you 
a terrific deal with this best-selling 
PREMIER! 


@ Continuous volume production gives you 
a terrific price advantage. 

@ Controlled quality guarantees customer 
satisfaction. 

@ Extra-large size run broadens your 
market. 

® Quality ‘extras’ build repeat volume — 
hand sewn vamps, foam rubber sock 
lining, steel shank, slugged-on heel. 

@ Same-day shipping service from huge 
In-Stock Department steps up turnover 

. makes sizing-up quick and easy. 


Yes, to give your hand sewn vamp moc- 
casual business a real shot-in-the-arm 
...try VINER! 





PREMIER ™ 





22301 Antiqued Brown 
24301 Antiqued Red 
21301 Black 

wo” 9301 Wild Oats 


a $3.90 less discount 
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VINER GIVES YOU MORE...IN STYLING, IN QUALITY, IN PROFITS! 




















WORLD’S LARGEST PRODUCER OF , 














Lite 


LOWER COSTS and LONG-WEARING QUALITY! 


That’s the EVERLITE story. 


The lower costs come from our huge volume... 


the quality has been proven on countless millions of pairs of shoes. 


EVERLITE Soies by Biltrite are flexible, waterproof, and skid-proof. 
Won’t warp; help keep shoes in shape. 


Complete range of styles, colors, thicknesses. 


Men’s, women’s, boys’, misses’ and children’s molded soles. 


BILTRITE 


Also available in uniform sheets. 


SHOE SOLING MATERIALS . 
HEELS AND SOLES! 











AMERICAN BILTRITE 


RUBBER COMPANY 
CHELSEA 50, MASSACHUSETTS 


WAREHOUSES: 2440 ENTERPRISE STREET, LOS ANGELES 1010 GRATIOT STREET, ST. 


LOUIS 























You can see its quality and feel its luxury 


HL 


Lawrence FINA is a quality leather with 
a wonderful feel of luxury. Its distinctive 
beauty speaks for itself. 

That’s a big selling advantage for you. You 
sell more because you're able to sell a fine, 
mellow side leather that incorporates many 
of the selling advantages of higher priced 
leathers. 





DY JAN HUCC, 


Put yourself in your customer’s shoes, 
What he wants is fine leather that wears as 
good as it looks that’s FINA by Lawrence. 
There’s satisfaction in it for your customer 

and money in it for you! 

Also in the “Great American Family’ of 
side leathers by Lawrence: the new superb 


KEENA and full grain UNEEKA. 


A. C. LAWRENCE LEATHER COMPANY. a oivision oF swirt @ company, linc.) PEABODY, MASS. 











WAREHOUSES: 2440 ENTERPRISE STREET, LOS ANGELES 
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New, Enlarged Board in Prospect at Selby 





Sydney L. Albert, Bellanca Chief, Indicates Plans Call for ‘Working 
Committees’ of the Directorate to be Stationed in New York 
PortsMouTH, O.—H. W. Rollman, president of the Wellco Shoe Corporation, 


arrived in Portsmouth to take charge of the Selby Shoe Company operation as 
the representative of Bellanca Corporation, which purchased tlhe majority stock 


interest in the company. 

Bellanca owned 51 per cent of Selby 
stock following a broker-arranged deal 
whereby it purchased the stock owned 
by Mark W. Selby, Homer C. Selby 
and William A. Altsman. 

Accompanying Mr. Rollman on a re- 
cent inspection tour of Selby plant fa- 
cilities were Sydney L. Albert, presi- 
dent of Bellanca; Carl Rosen, a 
Bellanca director, and Jan Bjacek of 
Wellco. 

Mr. Albert said because he was in- 
terested in “some 75 companies,” he 
would have little time, personally to 
devote to Selby, but he foresaw an en- 
larged board at Selby. He said he fa- 
vored active committees of the direc- 
torate and said he planned to have 
working committees of the directorate 
in the New York area. 

There was every indication that 
Bellanca would overhaul the board of 
directors. The board includes, in addi- 
tion to Mark and Homer Selby, their 
brother Roger A. Selby, the largest in- 
dividual shareholder, and Calvin 
Clarke of Portsmouth, and H. A. Esta- 
brook, of Dayton, attorneys. 

Roger A. Selby owns 47,404 shares, 
or about 21 per cent of the outstand- 
ing stock. Calvin Clarke is second 
largest individual shareholder with 
about 3% per cent. Bellanca purchased 
44,000 shares from Homer Selby, 16,- 
000 from Mark Selby and 6940 from 
Mr. Altsman. 

Roger Selby’s share, according to 
Ohio law, is sufficient for him to retain 
his seat on the board and possibly 
enough to name an additional director. 

Besides Roger Selby, Mr. Clarke has 
also so far refused to sell his shares. 
Mr. Clarke, bitterly disappointed that 
control of the 79-year-old company had 
passed outside the family, called the 
sale “a distinct shock to the com- 
munity.” 

Associates of Sydney L. Albert, 
president of Bellanca, sought to allay 
fears that Bellanca would institute 
radical changes in the Selby operation. 
“Tt’s certain that the plant will keep on 
operating,” they said. “Mr. Albert is 
not a raider or liquidator, He’s a 
builder and that’s what he’ll surely do 
at Portsmouth.” 

Mr. Albert began his spectacular 
rise in industry after World War II. 
Now 48 years old, he traded in used 
rubber-manufacturing machinery dur- 
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H. W. ROLLMAN 


ing the war and later branched out 
with plastic machinery. 

He sold his plastic machinery firm 
for a million shares of the Bellanca 
Aircraft Corporation of New Castle, 
Del. The latter firm was then operated 
as a holding company for the acquisi- 
tion of diversified industries. With the 
acquisition of the Selby Shoe Company, 
Bellanca changed its name to Bellanca 
Corporation. 

Bellanca controls 75 corporations 
manufacturing glass, rubber, heavy 
machinery, cranes, precision instru- 
ments, gears, cams, oil production, 
shipping, breweries, hotels and other 
businesses, 

Though he lives in Akron, Mr. Al- 
bert spends most of his time in New 
York City. He started his business 
career in Akron with L, Albert & Son, 
founded 70 years ago by his grand- 
father. In the last 10 years he special- 
ized in industrial investments, acquir- 
ing 82 per cent of the Bellanca 
Aircraft Corporation 18 months ago. 

Upon the acquisition of majority 
shares Mr. Albert indicated revitaliza- 
tion of Selby was to be the theme of 
immediate operations, He said he ex- 
pected to be in Portsmouth with a 
“staff of experts” to determine what 
was required to make the operation 
successful. 

At the same time, Wallace H. Ben- 
ton, general manager of the Selby com- 
pany, acting on instructions from the 
new owners, reassured employes that 

[TURN TO PAGE 80, PLEASE] 











Heinz Walter Rollman, his 
brother Ernst and their cousins 
Walter and Kurt Kaufman, form a 
partnership which owns Wellco Ro- 
Search, Inc. Ro-Search controls 
various patents and processes for 
vulcanizing sponge rubber midsoles 
to the soft leather outsoles and 
uppers of shoes. Principal trade 
name for the results is “Foam- 
tread.” 

Ro-Search, which he heads, now 
licenses and supervises Foamtread 
shoe operations in 25 countries and 
includes Wellco in the U. S. 

He puts in an 18-hour day. He 
entered his grandfather’s shoe busi- 
ness in Koln, Germany in 1911 af- 
ter graduating high school at the 
age of 16. By 1929 the Rollmans 
were selling shoes in several Euro- 
pean countries at a volume rate of 
$12 million a year. During these 
years he was attending the univer- 
sity at night. 

Following a crisis in which Eng- 
land devalued the pound—a situa- 
tion which meant curtains for one 
of the biggest Rollman factories, 
geared to ship more than three 
million pairs a year to England—- 
Heinz Rollman hit on the sponge 
rubber sole idea. In three months 
the process was perfected. The 
line was expanded from slippers 
to include work and play shoes for 
men, women and children. When 
the Israeli army went into the field 
it was with tough Foamtread mili- 
tary boots. 

The Rollmans licensed the pro- 
cess to shoe factories throughout 
Europe. By 1935, with 8,000 em- 
ployes, their business was back at 
$12 million. 

A Rollman family group, num- 
bering 138, fled from the Hitler 
regime but got out of the country 
with only one suitcase each. How- 
ever, in Brussels, they managed to 
borrow $50,000 on their reputation. 
With the Pirelli shoe interests, 
they started to make shoes again 
in rented factories. 

When World War II broke out 
Mr. Rollman came to America and 
was without capital again. 

The Welleco Shoe Corporation 
was started in 1941 in a New York 
office building. It was owned by 
Weill & Feistman. Heinz Rollman 
was only a consultant. The first 
month’s output was 100 pairs. 

The following year the whole 
factory was moved in one truck 
to Waynesville, N. C. In 1945 Ro- 
Search was started and Mr. Roll- 
man had the title of vice-president. 
He assumed the presidency in 1948. 
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Sheskey Resigns Post With 
NSMA to Join Hanover 


New YorK—William Sheskey, econo- 
mist of NSMA, will leave the associa- 
tion August 1 to join the executive 
staff of The Hanover Shoe, Inc., Han- 
over, Pa. Merrill A. Watson, executive 
vice-president of NSMA, announced. 

“Mr. Sheskey has decided,” said Mr. 
Watson, “that in justice to himself and 
his family he could not afford to pass 
up the unusual opportunity offered for 
personal advancement. While the staff 
and members are very sorry he has 
come to this decision everyone will 
realize this is a personal matter which 
he alone must decide. 

“Mr. Sheskey played an important 
part in the developing of NSMA ac- 
tivities in the past four years,” said 
Mr. Watson, “and has made a real 
contribution to the industry. We wish 
him the best of luck in his new post.” 





Former Shoe Man Accepts 
Presidential Executive Post 


WASHINGTON — Roger A. Freeman, 
who held the position of merchandise 
manager for the W. L. Douglas Shoe 
Company from 1940 to 1942, and who 
was later a shoe buyer for L. Bamber- 
ger & Company, of Newark, until June, 
1945, when he became controller and 
assistant to the president of Block Shoe 
Stores division, Shoe Corporation of 
America, is presently engaged in a 
decidedly different line of activity. 

He has been appointed to a post in 
the executive office of the President at 
the White House, where he takes part 
in the planning and coordination of 
public works. 

Mr. Freeman came to this country 
from England in March, 1940. He had 
been engaged in the merchandising and 
controller phases of shoe business in 
England and Germany. 

Following his successful service in 
the same kind of work with Douglas, 
Bamberger and Shoe Corporation of 
America, Governor Arthur B. Langlie, 
of the state of Washington, appointed 
him as his assistant in a number of 
important state activities, including 
restoring the state’s difficult financial 
position to substantially black figures. 

His success in that office is indicated 
in the following paragraphs from an 
editorial that appeared in the Seattle 
Post-Intelligencer following his ap- 
pointment to his present position: 

“The Post-Intelligencer is sorry to 
see Mr. Freeman exchange Puget 
Sound for the Potomac. His represen- 
tation of the Governor on the state’s 
Little Hoover Commission (the Shefel- 
man Committee) was, we think, a high 
point in the story of public service 
hereabouts. In general, his liaison 
work with the Legislature for the Gov- 
ernor in tax and fiscal matters was 
invaluable, both to the public, the Gov- 
ernor, and the lawmaking body. His 
popular-styled “Your Dollar’s Worth 
of Government” was widely hailed as 





the ideal kind of state government re- 
port. 

“But we suspect that he will be re- 
membered longest here for his very suc- 
cessful efforts toward bringing our 
school problems into realistic perspec- 
tive. 

“Indeed, it was largely this project 
—along with the publication of his 
‘Federal Aid to Education—Boon or 
Bane?’—which led to a number of fed- 
eral assignments and finally to his 
present post. Nor should it be over- 
looked that the moderation of the over- 
all report out of the White House Con- 
ference on Education was in some mea- 
sure due to his published research for 
the President’s Education Committee.” 





Tanners’ Council Bureau 
Releases 1957 Shoe Colors 


New York—tThe color bureau of the 
Tanner’s Council of America released 
its official colors for Spring and Sum- 
mer, 1957, footwear. The committees 
represent tanners, shoe manufacturers 
and shoe retailers. 

Women’s colors are vanilla, flax, sand 
bark, a warm neutral beige; a nougat, 
macaroon, benedictine, French Bread, 
golden sable, briarwood, Perfect Brown, 
Flight Blue, Admiral Blue, navy, 
wedgewood, scarlet, Basque Red, a new 
light, clear gray, a medium warm gray, 
a new darker gray, a vivid medium 
green, Sweetheart Blue, Bubble Blue, 
a pale pastel blue; shell pink, Pinafore 
Pink, Primrose Yellow, a new light 
buttery yellow, and black and white. 

Special children’s colors include 
smoke, Cherry Red, Frontier Tan, and 
Brown Berry. 

Men’s colors selected are beech, 
maple, ivywood, wheat, Canyon Sand, 
a light sand tone; suntan, amber, Lon- 
don Tan, a new tan brighter than Brit- 
ish Tan in glove tannage; British Tan, 
Corono Brown, a medium classic tan, 
teak, Hawthorn, a new deep warm 
brown; vintage, juniper, American 
Burgundy, cordeau and a new dark 
mahogany. 





Shoe Chain Stores Suffer 
30 Per Cent Drop in Volume 


Weather was cast in the role of the 
principal villain in a report on shoe 
chain stores sales by the Tanners’ 
Council. As a result, five shoe chains 
—Edison, Melville, Beck, Kinney, Shoe 
Corporation of America — registered 
an April dollar volume off 30.6 per cent 
from April, 1955, a drop which effec- 
tively wiped out a March increase of 
37 ver cent. 

The council said that for two months 
combined the chains had a dollar vol- 
ume only six-tenths of one per cent 
higher this year than last. It reported 
that preliminary indications are that 
the first four months’ total output this 
year will be 213.3 million pairs, an in- 
crease of 7.8 per cent over the 197.8 
million pairs for the same period last 
year. 


Advance Buying Heavy 
At Iowa Shoe Show 


Des Moines, [A.—Iowa’s sixty-sixth 
Shoe Show, held at Motel Fort Des 
Moines here May 13-14, was the last 
“Mother’s Day Weekend” show which 
will be held. Beginning next year, the 
Spring show will be earlier in May, 
probably the first weekend. This is ex- 
pected to result in a larger attendance 
than has been reported in the last few 
years. 

More than 400 retailers registered 
during the two days. They were guests 
at a buffet-dance on Sunday night with 
members of the Shoe Travelers Asso- 
ciation serving as hosts. 

Advance buying was heavier than 
fill-in purchases, since weather has not 
been conducive to selling out of Spring 
footwear and most retailers are quite 
heavily stocked. The slip-on shoe for 
men and other casual styles were popu- 
lar with Iowa shoe store owners. 

The trend in little girl’s shoes to be 
more like adult footwear seems to be 
a popular one and pumps and step-ins 
with a slimmer line were ordered by 
many retailers. 

Black shoes for boys were selling 
almost as well as brown, which has 
been the leading color here for many 
years. Pumps seem to be what the 
women will be wearing most—all with 
a very feminine look and slender 
shapely heels. 

Seventy salesmen were registered for 
the show and met on Saturday, May 12 
for a meeting and dinner prior to the 
official opening of the salesrooms. 





NESLA Resolution Supports 
Uniform Parcel Post Size 


Boston—“The New England Shoe 
and Leather Association has adopted 
a resolution, by vote of officers and 
directors, in endorsement of Federal 
legislation which would establish uni- 
formity of parcel post size and weight 
limits,” it was stated by Maxwell Field, 
executive vice-president. 

The size and weight of parcel post 
packages have been a controversial sub- 
ject since 1951. In that year Public 
Law 199 was enacted which reduced 
by two-thirds the size and weight of 
parcels which could be mailed between 
first class post offices from old limits 
of 70 pounds and 100 inches to 72 
inches and 40 pounds, or 20 pounds, 
depending on distance of movement. 
The old limits remained, however, on 
parcels shipped from small towns with 
second, third or fourth class offices. 

The net effect for the past five years 
has been to double the parcel post costs 
on shipping shoes, in addition to other 
costly operational difficulties and in- 
conveniences to both shoe manufac- 
turers and retailers. 

“Communications containing our as- 
sociation’s views, with its resolution, 
have been sent to every senator and 
representative in the shoe producing 
states of Massachusetts, Maine and 
New Hampshire,” declared Mr. Field. 
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First ‘Changeover’ Drive Without Support 





RECORDER Survey Discovers Formidable Obstacles in Way of 
National Shoe Institute Men’s Promotion—VW eather a Factor 


The nation-wide Summer “change- 
over” campaign in men’s footwear, 
scheduled to get a play throughout the 
country in Sunday, May 20 newspaper 
editions and in shoe retailers windows, 
passed with barely a ripple of attention. 

A survey by RECORDER correspon- 
dents in key retail centers throughout 
the United States failed to discover 
any coordinated campaign. 

The national men’s changeover pro- 
motion was sponsored by the National 
Shoe Institute to highlight the drive to 
get men to discard winter-weight shoes 
for Summer footwear. 

The institute mailed more than 
11,000 window streamers reading, 
“Men! Change to Cool Comfort Afoot 
in the New Lightweight Summer 
Shoes” to retailers. It also made avail- 
able a four-page newspaper supple- 
ment, tabloid size, to thousands of 
newspapers in the country. 

St. Louis heralded the program with 
limited fanfare. Aside from some win- 
dow displays and one sizeable change- 
over ad, promotion was not heavy. No 
editorial space was given the promo- 
tion by the newspapers. One major 
department store, Famous-Barr Com- 
pany, took 1,995 lines in the Globe- 
Democrat of May 17 and featured four 
brands under the line, “Cool Comfort 
in Footwear,” a close-enough approxi- 
mation to the national theme. Flor- 
sheim affixed ice-blue snow-dipped 
letters, “C-O-O-L” to an outside win- 
dow and Wolff’s, a men’s specialty 
store, built a Polar Breeze Comfort 
theme around two-foot bear replicas. 

Cleveland did not observe the pro- 
motion. Retailers and newspaper rep- 
resentatives said material arrived “too 
little and too late.” Those stores re- 
ceiving notice commented that kit 
material arrived the week before the 
target date—insufficient time to plan 
adequate cooperation. 

In Chicago the men’s changeover 
program followed the same pattern as 
does the New in Shoes promotion. Lack 
of any formal retailers’ organization 
continues to make organized promotions 
here difficult. What is considered 
excessive advertising rates by the 
metropolitan dailies further compli- 
cates the situation. There was a marked 
step-up, however, in men’s shoe adver- 
tising over the same period last year, 
but none used the specific National 
Shoe Institute theme. 

In Cincinnati lightweight Summer 
shoes for men were being promoted in 
downtown and suburban shops two to 
three weeks in advance of the May 20 
target date. Window and interior dis- 
plays stressed “Cool, Lightweight, and 
Easy-Going” Summer lines. The reac- 
tion of shoe men was that the change- 
over campaign would eventually boost 
the sales of Summer shoes, but that 
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local weather conditions did not justify 
heavy advertising. 

The promotion was not observed at 
all in the twin cities of St. Paul and 
Minneapolis. There was no newspaper 
advertising, no editorial space, nor 
could any window displays be found 
which featured the theme. 

Grand Rapids, Mich. reported exactly 
the same negative picture. 

Some retail stores in Indianapolis 
observed the “changeover” promotion 
on an individual basis. That these 
retailers promoted “Cool Comfort” by 
means of window displays was coinci- 
dental. No ads were run, nor was 
editorial space given to the promotion. 
In fact the pinpointing of the promotion 
to a definite date was not generally 
known. Some retailers felt the date 
should have been May 15 to coincide 
with the change to men’s Summer hats. 

The program was generally a failure 
in Columbus, O. also. The one ad 
appearing in the Columbus Sunday 
Dispatch measured three columns by 
ten inches. 

In Denver, the Rocky Mountain News 
carried an editorial May 14 headed “It’s 
a Man’s World.” The subsidiary head- 
ing read, “New Leather Boosts Summer 
Shoe Comfort.” There was no other 
reference in either daily newspaper or 
in the retailers’ windows. 

Only one store in Lincoln, Neb., used 
the theme, “Cool Comfort Goes to the 
Feet in New Lightweight Shoes For 
Men” and this shop started the pro- 
motion April 19 but continued to follow 
up with newspaper ads and window 
space for May 20. The advertising 
department of the Lincoln Journal- 
Star reported there were not enough 
merchants sufficiently interested for 
it to work up a cooperative promotion. 
A men’s shoe buyer, however, pointed 
out that his experience has been that 
the newspaper has been rather “close- 
fisted” in supplying editorial space for 
such events. 

The promotion was generally ignored 
in San Francisco because the May 20 
date was t6o late for local promotions. 
San Francisco retailers have been pro- 
moting lightweight shoes for men 
since March. During the city’s nor- 
mally cool, foggy Summer months, ex- 
tending into August, lightweight shoes 
are reported to have little appeal. 
Nevertheless, a syndicated column in 
the society section of the San Francisco 
Chronicle, April 23, devoted to men’s 
lightweight shoes, resulted in consider- 
able interest. It brought in 497 phone 
calls and 63 letters in one week. All 
inquiries were referred to a local store 
handling the shoes mentioned. 

The scheduled promotion came spon- 
taneously with a record warm Spring 
day hard on the heels of an unusually 
cold Winter in Seattle, but no use was 















































































made of the institute’s promotional 
material and the changeover date pass- 
ed unobserved. + Of the city’s leading 
stores, in terms of men’s shoe volume, 
only one received the men’s changeover 
kit material. In this lone case, store 
policy ruled out its use. Frederick & 
Nelson and The Bon Marche, the two 
leading department stores here as well 
as the Seattle Florsheim store all said 
they use their own promotional ma- 
terial as a matter of policy. Despite 
the absence of a coordinated promotion, 
virtually all stores said men’s Summer 
styles were moving well. “They’re just 
asking for cool shoes,” was the way 
one buyer phrased it. 

Across the continent cooperation 
between the newspapers and the insti- 
tute and activity by retailers was nil 
in Philadelphia and Baltimore. In 
Philadelphia big downtown shoe stores 
such as Geuting’s, Dalsimer’s, Hanover, 
Florsheim’s, Jarman’s and Walkover 
all used the “cool” and “lightweight” 
theme in timely window displays and 
thought-provoking placards, but entire- 
ly as an individual effort. 

Baitimore criticism was that the 
weather was too cool, that only those 
retailers dealing with big manufac- 
turers received promotional material. 
Those who got tags, pennants and other 
display items felt the cost of the cam- 
paign should be borne directly by shoe 
manufacturers. 

There was a partial break in the 
gloom in Miami where window displays 
went all-out in support of the theme, 
“Cool Comfort Goes to the Feet in New 
Lightweight Shoes for Men,” but news- 
paper advertising and editorial support 
lagged far behind. 

In a comprehensive survey of leading 
men’s shoe stores in Birmingham, Ala., 
no particular promotions in response 
to the men’s changeover program were 
detected. A number of stores reported 
that the Birmingham newspapers would 
not cooperate by using the four-page 
newspaper supplement supplied by the 
National Shoe Institute and that with- 
out newspaper backing they could not 
publicize the program. 

There was no tie-in of any kind in 
Providence, R. I. or in Syracuse, N. Y. 





Keith Sales Up 26 Per Cent 


BROCKTON, MAss.—This year’s sales 
of the Geo. E. Keith Company have 
shown an increase of 26 per cent, ac- 
cording to a recent statement issued 
by the company’s president, Jean 
Keith. He said 157 new accounts have 
been added as a result of new styling 
and merchandising of the company’s 
three men’s lines, Walk-Over, Keith 
Highlanders and Wm. Joyce Shoes. 

First reports from salesmen in their 
territories indicate further sales in- 
creases, Mr. Keith reported. Initial or- 
ders, he said, are running ahead of last 
Fall and Spring. 
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A New and Enlarged Board Is in Prospect at Selby Shoe 


+ [CONTINUED FROM PAGE 27] 


their jobs were not in jeopardy. Selby 
has a contract with the United Shoe 
Workers of America. 

A flurry of buying activity on the 
American Exchange indicated Bellanca 
was increasing its holdings in the com- 
pany. Selby stock, which had been sell- 
ing at 185, shortly leaped to 21%, the 
highest price of Selby stock in 20 
years. At the beginning of 1956 Selby 
no-par stock was listed on the Ameri- 
can Exchange at $15 per share. When 
the news of the new ownership was 
made public, Calvin Clarke, chairman 
of the board, announced that Bellanca 
had purchased 60,000 shares at $19 per 
share from Mark W. and Homer C. 
Selby, which gave Bellanca more than 
51 per cent of Selby stock. More re- 
cently Bellanca was reported to have 
acquired 123,149 shares of Selby stock 
in recent months, climaxed by the 
broker-arranged deal. 

G. D. Selby, Selby company vice- 
president and son of Homer Selby, said 
he believed the change in ownership 
would be good for the company and the 
community. 

“Mr. Mark Selby, Mr. Homer Selby 
and Mr. Altsman sincerely 
that conditions compelled them to dis- 
pose of their stock,” he said. “They 
worked hard and diligently to save the 
company financially and to make it 
successful. They didn’t want to sell, 
but conditions were such that they had 
to save their investment. 

“The Selby Shoe Company is desper- 
ately in need of additional finances. It 
needs cash to buy materials, meet the 
payrolls and carry customer accounts. 
Each year it has been necessary at the 
peak of each season to borrow operat- 
ing money. 

“That is usual with business, but in 
the Selby case it became more difficult 
each season to repay loans. We were 
in a position where lending institutions 
were reluctant to extend credit. We 
had to have ample credit to stay in 
business. 

“Mark and Homer Selby and myself 
made every effort to win the coopera- 
tion of Roger Selby to our way of 
thinking, to no avail. There was a dif- 
ference of management opinion which 
could not be overcome. 

“It left Mark and Homer Selby with 
no alternative other than to sell their 
stock and step out of the company.” 

It was reported that General Tire & 
Rubber Company had once made an 
offer to buy Selby, but reconsidered 
when it was unable to buy Roger Sel- 
by’s stock. 

In an effort to save the company, 
Homer Selby took over the presidency, 
general managership and chairmanship 
for several months. He discussed a 
new program at a meeting of all em- 
ployes and tried to enlist their aid. Ted 
Hyle was promoted to the post of gen- 
eral superintendent of the plant in 
charge of the production of all shoes. 





Mr. Hyle won the confidence of em- 
ployes. The quantity and quality of 
Selby shoes rose. Lost markets started 
to be regained. 

Then, when Mr. Selby stepped out in 
February as executive head, Mr. Hyle 
resigned. 

The company was founded by the 
late George D. Selby as a small plant 
in Portsmouth in 1877. It was one of 
the first shoe plants outside New 
England, where the industry got its 
start. 

In 1880 Mr. Selby together with 
Irving Drew and Sernard Damon 
founded the Drew-Selby Shoe Com- 
pany. Mr. Damon withdrew three 
years later. The first plant employed 
50 persons and produced 100 pairs of 
shoes a day. 

A new plant was acquired in 1881 
and a three-story addition was built in 
1895. By 1892 business volume had in- 
creased to $2 million and employment 
was up to 1400, 

In 1902 the Selby Shoe Company 
was formed and was incorporated for 
$1 million as the Drew-Selby Company. 
Mr. Drew sold sufficient shares of his 
stock to Mr. Selby to give the latter 
a controlling interest. Mr. Drew pur- 
chased the Star Shoe Company, chang- 
ing its name to the Irving Drew Com- 
pany and the Drew-Selby Company 
became known as the Selby Shoe Com- 
pany. 

The Selby company operated profit- 
ably for many years, but it has been 
faced by increasing financial difficul- 
ties in the last 10 years. In 1953 the 
loss was estimated at $406,000, and in 
1954, at $187,275. 

However, under the management of 
Homer Selby, during which operating 
costs and the prices of shoes were re- 
duced, the company took a different 
turn. For the first six months of 
1955-56 it showed a profit of about 
$25,000. There were indications, with 
increased sales throughout the coun- 
try of Selby shoes, that a more sub- 
stantial profit would be realized in the 
last half of the fiscal year, ended 
April 30. 

Selby has far-flung intgrests. In 
many plants in which it has no finan- 
cial interests, shoes are made on Selby 
patents for which the company receives 
royalties. It supplies lasts, styling, 
production and other technical infor- 
mation to these plants, located in Can- 
ada, England, Scotland, Germany, Hol- 
land, Norway, Sweden, New Zealand, 
Australia, Brazil, Uruguay, Chile, 
Venezuela, Mexico, South Africa, 
Japan and Guatemala. 

The company also owns four retail 
subsidiaries which operate numerous 
stores, especially in Florida. 

Meanwhile, following the completion 
of an audit, Calvin Clarke, chairman, 
said the new owners would find the 
company “in excellent shape.” 














“The Selby Shoe Company is in bet- 
ter financial condition than it was a 
year ago,” said Mr. Clarke. “For 78 
years the company has never missed a 
payroll, discounted its bills and always 
paid its debts. 

“The company always has been able 
to carry its accounts receivable. It 
advanced $334,000 to wholly-owned 
subsidiaries in the last 12 months, 
ended March 31, 1956. Accounts and 
notes from wholly-owned subsidiaries 
increased $1,631,872 to $1,965,497. 

“Current liabilities, including indebt- 
edness to banks, was $3,330,584. On 
March 31, 1956, this debt had been re- 
duced to $2,984,952. During April bank 
indebtedness was reduced $535,000 to 
an amount slightly below the amount 
owing on April 30, 1955.” 

He said also that the company had 
reduced an indebtedness of $1,117,000 
to the Penn Mutual Life Insurance 
Company to $956,000 by April 30, this 
year. 


Switch St. Louis Show Dates 
For 1957 in Wake of Criticism 


Sr. Lovuis—Dates for the St. Louis 
Shoe Show have been changed to April 
27-30, 1957, which is one week after 
Easter, instead of the formerly an- 
nounced April 7-10 date. 

The board of directors of the St. 
Louis Shoe Manufacturers Association 
made the switch in response to many 
requests, both from manufacturers and 
also from retailers who found the 
earlier time impractical for their 
schedules. 

According to Arthur Gale, secretary 
of the association, satisfactory plans 
have been worked out with the St. 
Louis hotels to accommodate the an- 
ticipated attendance, despite the fact 
that there will be at least one other 
sizable convention in the city at that 
time. 


Shortell, Joyce Subsidiary, 
Purchased by Flex Footwear 


MANCHEsTeR, N. H. — A _ newly- 
formed corporation of Boston shoe men 
have purchased Shortell Shoes, Inc., 
this city, it was disclosed here. The 
Shortell plant was purposely set up to 
make the Joyce “Alert” and other foot- 
wear of the sport and casual type. 

Flex Footwear, purchaser, plans to 
make the same type of shoes that have 
proven so popular in this field and are 
reported to have already started cut- 
ting against orders booked. 

Roy Maling, former head of Plimode 
and Hermal Shoe Companies, well- 
known play shoes manufacturers, has 
been named general manager of the 
new operation. A sales force is being 
formed to service accounts acquainted 
with this type of casual footwear to 
retail between $8 and $10. 
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We think it’s a safe bet that any man will look on 





Douglas “Directors” as one of the best footwear values 
7 ' DO U GLAS to be found. “Directors” are the finest shoes made by 


our famous 80-year old company. They not only are 
| the last word in comfort (see diagram below) but 

Di RECTO RS they’re handsomely styled and superbly constructed of 
| premium leathers. They look and feel good for a long, 


mae the shoes with long time. When you offer your customers shoes such 


as these—truly shoes with a built-in sales appeal— 





you have a “sure thing” when it comes to boosting 
built-in volume and increasing those black-ink figures in your 
ledger. Drop us a line right away and we’ll send you 
sales appeal detailed information about the powerful new W. L. 
Douglas proposition for fall (including many other top 


style promotions in addition to the “Director” series). 


a 


Brrranice pin ais 


Style No. G3654—distinctive 
plain-toe bal in new teak 
brown calfskin. Leather 

sole, rubber heel. 


$995 ,, 91495 


most styles 
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SHOES FOR MEN 





W. L. Douglas Shoe Company, Nashville, Tennessee 


A subsidiary of General Shoe Corporation 





















\ i That’s why Gallun’s Norwegian Calf 
os is the leather that sells your shoes 


It's Gallun’s vegetable tannage that does it. Makes a shoe that's 
ever comfortable, easy to walk in, but yet with a real man’s heft 
A shoe that withstands repeated wettings and dryings without 
\ stiffening. (And that makes it ideal for your golf shoe lines.) 
: Your customers know it by its soft plump feel and its trace 
of a grain. You know it by the added profits and prestige 
which accrue to your store. Be sure to check the Gallun numbers 
in your orders to leading manufacturers. A. PF. Gallun & Sons 
Corp., Tanners, Milwaukee, Wisconsin 





CTHER FAMOUS GALLUN TANNAGES 
CONTOUR CALF * NORMANDIE CALF « HILAND GRAIN CALF 
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the Start of the Sale [ 
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The FINISH is — 
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* 
Looks Better Longer 
MEN’S, WOMEN’S AND PARTICULARLY ; Na, 
CHILDREN’S SHOES need all the finish PY, “Bia,” 
durability you can give them! Retailers W/, X\\ 
want shoes that stay factory bright. fy | \ 


Duralene, the new finish that doesn’t 


/ \ 

/ * UY 
“drop off’ between packing room and DURALENE \\\ 
shoe store — provides both advantages. | / . i} 

for the packing room 1 


. 







Yes, and wearers find that this | is t) pest | ber 
water-repellent finish will keep its 14 maser cmnmatee 


sparkle far longer — actually \\\ of the family of 
eliminates rain spotting. \ 
The cost? Probably no more than \ UNITE || iy 


you are now paying because Duralene EAN 


adds value without increasing the cost. ae 
Ask for a demonstration today! = 
Distributed by 


UNITED SHOE MACHINERY CORPORATION 


"Trademark BB Chemical Co. 





BOSTON, MASSACHUSETTS 














STYLED BY 
STEFFY SHOE CO. 


This mellow “sport-elk” tannage provides the 
maximum comfort and flexibility that growing feet 
require as well as the fine appearance and durability 
that is called for in quality shoes. 


SMOOTH PAC 


Tanned primarily for unlined shoes, SMOOTH PAC 
has the full, plump character desired by leading 
manufacturers of moccasins. 


STYLED BY 
SEBAGO MOC 
SHOE CO. 








) EATHERS! 
From TOTS to TEENS 


they'll be wearing new 





styles made of these 


famous tannages 


TAMARAC 


This versatile aniline leather is espe- 
cially suited for boys and youths “back- 













to-school” footwear. Supple and dressy, 
TAMARAC is available in a wide 
range of colors. 


NORTHWESTERN 
LEATHER COMPANY 


210 SOUTH STREET 
BOSTON 11, MASS. 





STYLED BY 
GERBERICH-PAYNE 
SHOE CO. 








“Our new 
Pittsburgh Store Front 
creates that good 


first impression,” 
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In this smart, good-looking Open-Vision shoe store, several Pittsburgh Products were used: 
Pittco” Store Front Metal, Pittsburgh Polished Plate Glass and Pittsburgh Door Frames. Architect: 
Silvis A. Minoli, Albuquerque, New Mexico. 





PAINTS «+ GLASS + CHEMICALS + BRUSHES - 








PLATE GLASS 






PITTSBURGH 
IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 


says Mr. Lewis A. Moore, Moore’s Red Goose Shoe Store, Albuquerque, New Mexico 


PLASTICS + FIBER GLASS 





COMPANY 








“We are very proud of our modern 
front. It creates that good first impres- 
sion so important for a store. Finan- 
cially speaking, we believe that our 
store front pays for itself every two 
years.” 

Other merchants in all sorts of busi- 
nesses report similar experiences. They 
find that Pittsburgh Open-Vision Store 
Fronts increase store traffic, pay off in 
more and better business. 

A Pittsburgh Open-Vision Front is 
sure to add to the appearance and 
prestige of your shoe store. Why not 
find out about Pittsburgh Store Fronts 
and Store Front Products? Just send 


in the convenient coupon and we'll be 


glad to mail you our booklet, “How To 
Give Your Store The Look That Sells.” 





Pittsburgh Plate Glass Company 
Room 6269, 632 Fort Duquesne Blvd. 
Pittsburgh 22, Pa. 


Please send me a FREE copy of your 


| 
| 
| 
| 
| 
| 
| 
| 
| 
store front booklet. | 
| 
| 
| 
| 
| 
| 
| 














Watk-Over Sales 


Increase 26/ 


Company’s Revitalized Spirit also opens 157 new accounts 
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JANUARY 
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America’s smartest independent shoe retailers 
are fast changing to the Geo. E. Keith lines. 
Our salesmen opened. 157 new quality accounts 
and ended the Spring Selling Season with a 
26% increase in Walk-Over, Keith Highlander, 
. and Wm Joyce. 

—If you aren’t showing this kind of increase, 
you should be talking with us. 


No. 3654 


Staghorn Brown Llama 
Calf. With wonderful Vel-Flex. 
i Windsor Last. 




















































June |, 1956 

















GEO. E. KEITH COMPANY, Brockton 63, Mass. 
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Staghorn Brown Llama 
Calf. With wonderful Vel-Flex. 
—=S Highland Last. | 





Makers of Walk-Over, Keith Highlander and Wm Joyce shoes for men 
i ray 
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BOOT and SHOE 


Josep F. EBERLE, president of 
the Tanners’ Council of America, 
says: 

“It seems to me that our approach 
in selling is not on a par with the 
technical progress we have made, 
with the research the industry is 
doing and with the merchandising 
opportunities that have opened be- 
fore us. Habits of long standing 
keep our selling techniques focused 
on that irrelevant consideration— 
price. 





“Some day I would like to see a 
sole leather salesman, one of our 
representatives, walk into a custom- 
er’s office and talk merchandising 
poetry. Not hides or grades or 
markets, but, and I quote, “The 
beauty of soles, the Renaissance 
beauty and patina, the vibrant life 
of our leather.’ I would like to see 
us talk about consumer demand and 
consumer psychology, the need for 
merchandising quality and the in- 
estimable value of leather as a sell- 
ing tool in a quality conscious era. 


June |, 1956 
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Does that possibility seem at all far- 
fetched? I don’t think so. Within 
a few years we'll be talking and 
thinking in those terms because 
they are the terms needed to meet 
consumers half way in today’s 
markets. 

“The opportunities for leather are 
limited only by our constructive 
imagination. We shall make the 


most of them.” 
” . 7 


Rosert F, FULLER, manager of 
the shoe department at Kennedy’s, 
Inc., Providence, R. I., says: 

“I believe the new styling in 


WY /, 
/W 


, . . . 
men’s shoes is doing a good job 





of increasing interest in that cate- 
gory. The Continental, lightweight 
shoes are popular; the light brown 
and maples are very important 
colors and the men like the soft 
English grains. I believe the manu- 
facturers have done a good job 
with these styles and they are going 
well, 

“While many men ask for these 





TRADE 

















styles, which they have seen in the 


national ads, others do not; but I 
have found that if properly dis- 
played, about 50 per cent of the 
men are willing to try them on. 
Display is the big way to cash 
in on the manufacturers’ advertising 
and to provide an effective tie-in 
at the point of sale. 

“Although the younger men may 
go for the new styles in greater 
number, I find that they are popular 
with all men.” 


Wi, af 
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Lucite STOOKSBURY of Rug- 
gles Shoes and Apparel for Children 
in Knoxville, Tenn., says: 

“If you live in a section where 
there is a demand for children’s 
dancing shoes, that’s good. In sell- 
ing children’s shoes, we all know 
that we have to satisfy the mother 
and please the children before the 
sale is made. In selling dance shoes 
for children, we have a third party 
to please—the dancing instructor. 

“Our dance shoe business stems 
from the fact that there are two 
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leading dance schools in our area. 
When fitting a student with dance 
shoes, we find it is a good idea to 
know who their instructor is. Every 
dancing teacher has her own fitting 
specifications and if you know what 
they are, you will be able to say 
and do all the right things at the 
fitting stool. 

“One teacher may prefer that her 
students’ shoes fit snugger, the other 
teacher may like them wider. There 
may be a preference of color, 
material, design, toe, arch or heel 
fit. There can be any number of 
individual shoe fitting variations 
that a dancing instructor indicates 
but if you know who makes them 
and what they are, you will have 
no trouble giving the wanted service 
and selling your shoes. 

“Reputations for being able to 
get what is wanted or not wanted 
spread rapidly and it’s well to know 
how to avoid costly mistakes.” 


* * * 
THOSE DOGGONE MEMORIES 


“Oh, how very genteel I feel. 

You see, I have a narrow heel. 

Just watch that counter slip up and 
down. 

You know it’s twisting my hose 
around! 

I need a combination last— 

That always grips my heel real fast. 

I want a toe that comes to a point 

And gives me lots of room at the 
joint. 

Do you have a style for three ninety 
three 

That will be mine exclusively? 

Have you nothing to match my 
orangie-pink gown? 

It’s the only one this color in town. 

My, you shoe dogs do have fun! 

I know, because I too was one.” 

—Joyce Gorman 


* *~ * 


FARKER H. ERICKSEN, execu- 
tive vice-president of Crosley and 
Bendix Home Appliances Divisions 
of the Avco Manufacturing Cor- 
poration, speaking on the subject: 
“Coming—A New Face for Busi- 
ness” —says: 

“The expansion of the American 
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economic system to accommodate 
the projected growth of families 
and homes expected in the next 
few years indicates a changing 
business picture . . . a growth pic- 
ture. This growth, along with sev- 
eral other factors, indicates that the 
business face of tomorrow will be 
immensely different from today’s. 





For one thing, the population and 
home growth will be accompanied 
by an increase in each family’s pur- 
chasing power. For another, there 
will be new and different products 
which will revitalize present mar- 
kets and stimulate new ones. As 
buying habits change, new selling 
techniques will be devised to insure 
a steady flow of goods from factory 
to consumer... . 

“It is readily apparent that there 
is dynamic challenge ahead. The 





demand for imagination and crea- 
tive ingenuity has never been 
greater. The opportunity inherent 
in the challenge of these complex 
problems is almost unbelievable. It 
is this opportunity for individuals 
and companies and the relentless 
goading of enterprising competition 
that provide answers. No one man 
nor ten can predict or prophesy 
what will happen. But one thing is 
certain, the tougher the competition 
the more promising the future.” 


s . . 


Giapys MILLER, merchandising 
consultant, says: 

“Investigate new procedures, new 
methods in better retailing. The 
market is there, sleepily awaiting 
for each to reach out and get it. 
If you don’t see it; if you are 
afraid to spend some money, some 
talent to go after it, you will wake 
up some day and learn that you 
not only don’t have it but that you 
have lost the business you thought 
was yours, through habit, to some 
new retailing pattern,” 
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| For the Campus, It's Grains 


Wuen the college man packs his trunk and heads back 
to the campus, it’s almost certain that at least one pair 
of grained leather shoes will be in his wardrobe. To 
him, Scotch grains, in regular or Albion prints, are as 


traditional as his tweed sports jacket and slacks. Most 
campuses favor grains, classically detailed in plain 
toes, like those illustrated in our Pattern Portrait, or in 


free-fitting moccasin toe styles. The college man likes 
rugged details in his grains, too; stout soles, heavily 








wheeled welts, extended heel seats and Stormwelts are 
practically a “must.” 

Most favored pattern is this blucher with a five eyelet 
closing shown in a lustrous jet black, which brings into 
sharp relief the dimensional tonality of the myriad 


lights and shadows always found in grains. It is most 


effective, too, in cordovan tones and the new Teak 
brown. 
For further information, write Boot anp SHoE ReEcorpeERr. 





New Styles Hit the Campus 


lr I had a shoe store what would | feature for back-to- 
college promotions? The classic, of course—and in 
plenty of sizes—but some new styles, too. Moccasins 
in slipons and ties and saddles; and some of these in 
new colors, leathers and combinations. These would 
include lots of medium browns and lighter, and 
shrunken grains and shaggy leathers. 

Certainly these are the stuff that sales are made of. 
But there are other styles, newer and reflecting influ- 
ences that run through high style lines. One of these 
is the high-riding vamp with the high tongue stem- 
ming from Italian shoe styles. We show this idea in 
three interpretations. One, with squared-top tongue 
and a contrasting border that outlines the entire top- 
line of the shoe, has the newest, most Continental look. 
Another is an interesting treatment with the tongue 


Shrunken grain or shaggy leather 
in this soft, weightless two-eyelet 


tie, Sport-E by Cobblers. 


forming part of a panel that is carried right down to 
the sole at the tip of the shoe. The third is very strongly 
Colonial American with square toe, tongue and heel 
back, and metal buckle. 

Two and one-eyelet ties, or simulations of these, have 
been in many of the style lines. Often done in two 


Interesting vamp treatment on high 
tongue pump in textured leather 
with contrasting trim. Penaljo. 


Square toe, tongue, back of heel 
and rectangular gold bar buckle in 
this pump of textured leather. 


Lucerne by Viner. 


High-riding folded over tongue, 
low-dipped sides, rubber sole. 
Pump by Sandler of Boston, 


42 


Two-eyelet tie in textured leather, 
medallion-trimmed, Kickerinos. 
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colors or two leathers, they have been one expression 
of the spat idea. The two-eyelet ties shown here are 
typical of current casuals, very soft, very light, the one 
with a moccasin toe, the other with a medallion design 
on the vamp. 

And then there are the lined boots, slated to have 
the biggest year in their history. Made in the popular 
leathers, some grained, some sueded, they also come 
in a variety of colors but with strong accent on the 
brown family, Fleece-lined in one of the miracle mate- 
rials and often rubber-soled in a miracle light weight 
compound, they have warmth, lightness, durability and 
unusual style appeal. 

Selling these boots at the same time as the styles for 
early fall campus wear may require a little more pro- 
motion effort but we think that it can be done. For the 
girls who are going away to college at a considerable 
distance, there is a very practical reason for going 
completely equipped with footwear that will carry them 
right up to Christmas vacation, Even if they expect 
to be home before December you can make it an attrac- 
tive idea to do their back-to-college shopping all at one 
time, especially if you have styles that attract them as 
unusual and perhaps not easy to find everywhere. 


Two-eyelet lined boot, smartly 
styled by Bass. 


June 1, 1956 


Two-Eyelet Ties, High-Riding Continental Vamps, Lined Boots, Point to Fresh 
Style Interest on College Campuses this Coming Fall and W inter. 































by ELEANOR M. RUTTY 





Pixie type boot in sueded grain 
leather, fleece-lined, wedge heel 
and non-skid embossed crepe sole. 


G-Flat by Golo. 







Stadium boot, fleece-lined, foam 
sole, convertible cuff. Huskies. 
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How the youngsters throughout the country would 
resent it if they knew that long before (in fact, months 
before) they had their first taste of vacation freedom, 
shoe manufacturers had already completed plans for 
putting them right back in the schoolroom. On their 


20h. 











by ESTELLE G. ANDERSON 





Back-to-School in Smart 





feet, to be sure . . . and in good-looking, smart shoes 
. . » but back-to-school nevertheless. 

When the time comes, however, some time in Sep- 
tember—early or late, depending on local and school- 
board requirements—and children are confronted with 
the fact that they must go back to school, they will be 
mollified by the exciting new and smart shoe styles. 

Manufacturers are aware of the importance of chil- 
dren. They are our country’s greatest reserve for the 


future and as such merit the best. It is the manufac- 


turers’ ob ligation, therefore, to produc e those shoes that 
[TURN TO PAGE 66, PLEASE | 


Left to right: American Juniors 1-strap, 
plug vamp; Judy ’n’ Jerry's swirl strap 
with stitching on forepart; 2-strap by 
Kali-sten-iks; Apron collar and perfs on 
vamp 2-strap by Ephrata; Two-texture 
monk strap by Julius Altschul, 





Left to right; Poll Parrot’s 1-strap, moc- 
casin front, brass trim; Buster Brown's 
l-strap U-wing tip; 2-strap with stitch- 
ing and perfs on vamp by Stride-Rite; 
Step Master’s 2-strap with contrasting 
stitching on vamp; Edwards’ 1-strap 
with swirl stitching on vamp. 


Left to right: Studded trim, swivel strap 
by Five Star; Gored step-in casual by 
Robin Hood; Sandler’s of Boston 1-eye- 
let casual tie; Friendly-Acrobat’s moc- 
casin-front step-in; Weatherbird’s casual 
with convertible strap. 












A “BETTER SCHOOLS CAMPAIGN” has been 
launched by the Advertising Council, Inc., May 
through July —sto put emphasis on the problem 
facing our primary and secondary schools. The 
next ten years will bring ten million more children 
to schools, and provision should be made to ease 
the acute shortages of school facilities and teachers. 


Photograph courtesy THE ADVERTISING COUNCIL, INC, 


Left to right: Two-eyelet low top Pro-tek-tiv; 3-eyelet 
grained leather oxford Skip-Eze; Child Life’s 5-eyelet 
bal type, plaid lace stay; Senior Jumping Jacks saddle 
oxford; Trimfoot’s Mickey-Mouse moccasin type casual. 


9 
0 
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Below left, left to right: American Juniors U-wing tip; 
Black monk strap Weatherbird ; Two eyelet tassel oxford 
by Kali-sten-iks; Red Goose—3-eyelet moc-type oxfard; 
Slim line, 2-eyelet lowtop by Edwards. 


Below left to right: Black gored tassel Boy Ranger by 
Kreider of Palmyra; Gerberich-Payne’s moccasin with 
brass hooks and thong laces; Grained 5-eyelet Buffalo 
Billy by Chesapeake; Dr, Posner's “Flying Ace”; Fleet 


Air 5-eyelet wing tip oxford by Eby. 





The Shoe Traveler 


A Study in Print: Who He Is, 
His Attitudes, His Problems, His Future 


lr may be only that the cycle of today’s humor has 
moved around to other subjects, or it may be sympto- 
matic of a more fundamental change in attitudes. 
Whichever it is, however, it is interesting—and encour- 
aging—to note that for a considerable time now travel- 
ing salesman jokes have been few and far between. 

Always implicit in such jokes was a certain disdain 
for the salesman, Generally, he was portrayed either as 
a leering rake with nothing on his mind but the next 
farmer’s daughter or as a fast-talking slicker who would 
force tons of salt on the timid grocer in a town of salt- 
free dieters. 

He has been a long time getting there, but at last 
the traveling man has arrived at a respectable station 
in the life of the nation’s business. There are many 
signs, moreover, that he doesn’t regard this station, 
respectable as it is, as the last stop. He knows he has a 
longer and better ride ahead, 

The shoe traveler is one of these men. Now, for the 
first time, as a result of a nationwide survey of almost 
2000 traveling shoe salesmen, it is possible to present 
an authoritative picture of these vital workers in the 
shoe industry. Out of this survey has come a wealth of 
factual information never before known to the indus- 
try, and of great potential value to manufacturers and 
salesmen alike, 

Successful sales management techniques in the pres- 
ent era are based, in large part, on stimulating sales- 
men to strive for greater productivity by implementing 
their constructive attitudes and de-emphasizing, or 
eliminating, negative viewpoints. In this fashion, a 
greater measure of the salesman’s abilities and energies 
are released to achieve a directed objective. As a 
corollary, the more a salesman knows about his own 
motivations the better able he is to channel his efforts 
to insure greater positive results, 

The survey, which will be reported on in this and 
other articles to follow, had these two major purposes: 
(1) to establish basic facts about today’s shoe traveler 

who he is, what he thinks, how he views his rela- 
tionship to the industry in which he works; (2) to 
encourage use of this fact-information by both manu- 
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by STANLEY MOSS 


facturers and salesmen in their common desire to sell 
more shoes, 

Twenty-five years ago, like most other salesmen, the 
shoe traveler was low man on the totem pole. No 
mother raised her son to be a soldier—or a salesman, 
She trained him to be a lawyer, doctor, Indian chief. 
In those days of unemployed millions when a man 
couldn’t get a job that paid a salary at the end of the 
week, he became a salesman. He didn’t get a drawing 
account, he wasn’t paid even expense money in most 
cases. He sold strictly on commission—and selling was 
mighty tough. Countless thousands of men drifted into 
selling because there just wasn't anything else for them 
to do. Few admitted to being salesmen. Automatically, 
this meant they were out of work, that they didn’t have 
a job which assured them a salary at the end of the 
week, 

The war brought the first of two great changes for 
shoe travelers, as for other salesmen. In the shoe indus- 
try, this first change was more radical than in many 
others, Shoes were rationed, Quotas were set up, and a 
man could sell a month’s quota in a few hours without 
moving from his telephone. Overnight, men who had 
scrounged along for years began to earn fairly sub- 
stantial incomes, All through the war years countless 
newspaper and magazine stories told how the salesman 
had become the “big spender.” He was “Diamond 
Jim” Brady born out of an expense account and weaned 
on tax-deductible bonuses, Doubtless exaggerated but 
nonetheless true often enough, these stories established 
the salesman as a moneymaker, Now it paid to be a 
salesman, 

Just how well paid is the traveling shoe salesman 
today—how much does he earn? 

Fifty-seven per cent of the men who responded to 
the questionnaire answered Question No, 23; “How 
much did you earn gross in 1955?” The average 
figure given was $15,265, 

Of the men who answered this question, 58 per cent 
indicated their earnings last year were over $16,000, 
The highest income reported was $65,000, and a sub- 
stantial group earned in excess of $25,000, On the 
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Portrait of a Shoe Traveler 





HE earns gross (on the average) $15,265. 
HIS expenses are (average) $5,959. 


HE works on a commission . . . 92% do. 


So) 


HE may or may not have a drawing account . . . 52 do 


.. - 48% do not. 


HIS commission is 5 to 6% ... in 62% of the cases. 


HE carries one line only ... 77% do... the rest up to 4 lines. 





other hand, only 28% per cent was disclosed as earn- 
ing under $10,000, 

These income figures, of course, were before travel- 
ing expenses, Question No, 24—-‘How much were your 
traveling expenses in 1955?”——was answered by 531% 
per cent of all survey respondents, The answers showed 
that an average of $5,959 was spent. Incidentally, since 
this survey was conducted in March and April when 
the heavy hand of the Internal Revenue Bureau was 
being felt throughout the land, it can be supposed 
the answers to both these questions are true reflections 
of facts—-many questionnaires contained income and 
expense figures to the exact penny, 

Putting answers to both questions together, it is 
revealed that, on the average, a shoe traveler earned 
in 1955, after deducting traveling expenses, $9,306, 

Almost 92 per cent of all shoe travelers are employed 
on a commission basis, Almost 5 per cent receive a 
combination of salary and commission, while almost 
3 per cent are paid salaries, 

Fifty-two per cent of those who work on commission 
receive drawing accounts, Forty-eight per cent do not, 

As will be discussed in another of these articles, the 
rate of commission paid to shoe travelers is a subject of 
great importance to them, Of all the comments written- 
in on the completed questionnaires received, reference 
to commission rates ranked first, 

The total number of specific commission rates stated 
as being paid to them exceeds the number of men re- 
sponding to the questionnaire, since some men are paid 
varying rates by one factory and since a number of 
respondents represent more than one manufacturer, 

The 5 per cent commission rate was named 41 per 
cent of the time, almost twice that of the 6 per cent 
commission rate, which received 21 per cent of the 
mentions, The third next most-mentioned commission 
rate was 4 per cent, which was specified 15 per cent 
of the time, 

Seventy-seven per cent of the men participating in 
the survey represent just one factory, 1344 per cent 
[TURN TO PAGE OL, PLEASE] 
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STANLEY MOSS 


This is the first in a series of articles based on the 
first nationwide survey of shoe travelers ever under 
taken, as far as is known, to establish essential facts 
and information about this key group in the industry, 
The project was originated by the writer of this series 
and sponsored by Boor ano Seog Recorder as a 
service to the entire industry, An indication of the 
widespread interest in this survey, and its fulfilling a 
long-felt need, is to be seen in the fact that approxi 
mately 30 per cent of the almost 2000 shoe travelers 
who received questionnaires participated, Stanley 
Moss has traveled the entire country to train saleamen 
in the field and to sell major retailers, as former vice 
president in charge of sales and advertising for Hussco 
Shoe Co, He was for a brief time a wholesale shoe 
distributor in the Far West, and now represents Park: 
hill Shoes on the West Coast, 









This unusual display fixture is just inside the en- 


trance on the way to the women’s section. 





An effective blend of modern design and friendly 
atmosphere has been achieved in the remodeled H. J, 
Johnson Shoe Store at 250 Eglinton Ave. W., Toronto, 
Canada, 

Operated by Melville H, Johnson, the store features 
efficiency plus beauty, with efficiency getting top billing. 

The remodeled store is 96 feet deep and 18 feet wide. 
The display window occupies 10 feet of depth, with an 
additional 16 feet at the rear of the store going to stock 
area, The selling floor proper thus has a 70 foot depth. 

The women's dress shoe section, which does the big- 
gest volume, is located at the rear of the store. This puts 
it right next to the stock room. The rear location also 
exposes women shoppers to the casual shoe section as 
they move to the back of the store, 

The casual section is immediately to the left upon 
entering the store. There are some unusual facilities for 
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Left, an overall view of the store looking toward 
the front. The men's department at the left uses 
conventional open stock shelves, which are con- 
sidered better for men’s shoe merchandising. 
Above, a closeup of the cash desk. 


display in the casual department, including several 
unique wall display fixtures. 

Across from the casual section on the other side of 
the store is the men’s department, Conventional open 
stock shelving is used here on the theory that men like 
it better than a more artistic arrangement, 

An eye-catching planter runs down through the center 
of the selling area, dividing the casual from the men’s 
section, 

The color scheme of the interior includes walls. of 
pink and yellow; broadloom runners on the floor in 
dusty rose over rubber tiling; charcoal gray as a back- 
ground for three shadow boxes at the back of the store 
and for the frames of wall display fixtures; and up- 
holstery in charcoal gray nylon fabric, with gold 
metallic thread, 

Over the dress shoe section there is a dropped ceiling 
in egg crate design with charcoal gray as the color. 

Fitting stools in the women’s section are unusual in 
that the footrest has been eliminated, leaving a circular 
both 
women’s sections are the same height as the customers’ 


stool on three legs. The stools in men’s and 


chairs, 
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Mr. Johnson has devoted considerable effort toward 


creating a friendly atmosphere in the new store, He 
secks to maintain a courteous and warm feeling, so 


that the customer feels at home, wants to stay and 


put in a mood to buy shoes, 


Above, the women’s dress shoe section at the rear 

of the store. The main stock room is behind the 

shadow box display panel, Left, the dark back- 

ground of the display panel makes an effective con- 

trast for the shadow boxes, which can be seen at 
night through the store windows, 


On the second floor of the remodeled store, special 
facilities have been provided for a buying and confer- 
ence room. Mr, Johnson does the buying for his three 
stores here where sales representatives may lay out 
their lines to advantage, 

In spite of the attractive appearance of his store, Mr, 
Johnson believes that the functional is more important 
than the decorative and his remodeling program was 


planned along those lines, 


A planter runs through the middle of the store, separating the men's from the women's 


casual section, 


The display fixtures in the casual section are for shoes and handbags, 
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PRICES... 


What Manutacturers Think: 


Most Manufacturers Think That Reason- 

ably Higher Prices Do Not Affect Consumer 

Buying and that Wholesale Shoe Prices Are 
Not Realistic at the Present Time. 


How does the shoe industry feel about its prices and 
pricing policies? The nation’s shoe manufacturers 
have strong and almost unanimous feelings on this 
subject. In the Reconpen’s Shoe Manufacturers Panel 
for this month, dealing with this topic, here are some 
of the key findings: 

(1) Three-fourths of the manufacturers think that 
shoes aren't being priced realistically at the wholesale 
level; but 60 per cent of the manufacturers believe that 
retailers are pricing shoes realistically relative to their 
costes and profits. 

(2) Some 82 per cent of the manufacturers think 
that wholesale shoe prices are too low, 

(3) Nine out of every 10 manufacturers believe that 
reasonably higher shoe prices don’t affect consumer 
buying. 

(4) Nearly three-fourths say that manufacturers’ 
net profits are in the 2-3 per cent range. More than 
half say that a fair profit should be 5 per cent net. 

(5) Some 86 per cent of the manufacturers have 
already raised prices for Fall, or are considering 
doing so. 


Are Shoe Prices “Right”? 


(Juestion 1; Do you think that the industry is pricing 
its product realistically in the face of present cost trends 
and profit requirements (a) at the wholesale level: 
(b) at the retail level? 

The replies: 74 per cent of the manufacturers think 
that shoes aren't priced realistically at the wholesale 
level, while 26 per cent say they are, However, 60 pet 
cent of the manufacturers think that retailers are get- 
ting “right” prices today, but 40 per cent say retail 
prices should be higher. 

Question 2: Do you think that factory or wholesale 
shoe prices are, in relation to costs and profits, too low, 
too high, or about right? 


Is the Industry Pricing Realistically? 
At the Wholesale Level 


At the Retail Level 








Yes 60% 
7, CC 
Wholesale Prices ~ Too Low, Too High, Or About Right? 
1 
Proce: 82% 
About 
Right 
t 
a | 1% 
Do Justifiably Higher Shoe Prices Reduce Consumer Buying? 
EE -.: 
Yes az 10% 
Manufacturers’ Actual Net Profit Is — 
3/4-4% Profs | 18% 
Manufacturers Say Their Profits Should Be — 
24% roots A 15% 
67% Prot a 7% 
8-10% Profit aa 4% 
Manufacturers’ Plans On Higher Prices For Fall 
Plan to Raise 


Won't Raise 14% 











A whopping 62 per cent say prices are too low, while 
17 per cent think present prices are about right, with 
only a tiny 1 per cent believing prices are now too high, 

How much should prices be raised to get on a 
realistic level? Some 37 per cent of the manufacturers 
say that prices should be upped 45 per cent to be 
about right. One-fifth thinks the increase should amount 
to 1-3 per cent; another one-fifth says prices should go 
up 67 per cent; and still another one-fifth wants to 
see prices up 8-10 per cent from present levels, 

There was an interesting jelling of some of the views. 
For instance, a large share of the producers think that 

[TURN TO PAGE 74, PLEASE | 


Boot and Shoe Recorder 

















Are Shoes Being Priced Realistically? 
At the Manufacturing Level 
No i | 10%. 
=: 2 
At the Retail Level 
Retail Shoe Prices — Too Low, Too High, or About Right? 
‘: 
low 
von 7% 
be 
‘okt A 
Retail Markup — Too Low, Too High, Or About Right? 
+ 
low 
‘Tight MA 15% 
t 
High 0% 
Do Justifiably Higher Shoe Prices Reduce Consumer Buying? 
Retailers Say The Average Retailer's Net Profits Are — 
1.3% Profit 20% 
45% Profit 20% 
67% Profit 21% 
8-10% Profit 20% 
Retailers Say Their Profits Should Be — 
40% Prot) EY 20% 
7-10% Profit 
11-18% Profit 














Wuen it comes to prices and pricing policies, Amer- 
ica’s shoe retailers consider their position much less 
favorable than that of the shoe manufacturers, In fact, 
on this topic there appears to be an almost open conflict 
of attitude between retailers and manufacturers, Fol- 
lowing are some of the highlights of the Recorper’s 
Shoe Retailers Panel report on this subject: 

(1) Two-thirds of the retailers think that shoe manu- 
facturers are now getting a “right price” for their 
shoes, but the same two-thirds say the retailer isn’t 
pricing his own shoes as realistically, 

(2) Two-thirds of the retailers think that retail shoe 
prices are too low, 

(3) Again, two-thirds of the retailers believe that a 
reasonable price increase has no effect on consumer 
shoe buying. 

(4) The average retailer doean’t have a very clear 
idea as to average net profits for shoe retailing as a 
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What Retailers Think: 








. PRICES 


A Majority of Retailers Agree that Reason- 
able Price Increases Do Not Affect Buying. 
However, They Think Wholesale Prices Are 
About Right, but Retail Prices Too Low. 


whole—but a large portion of the retailers seem agreed 
as to what they'd like their profits to be. 
Are Shoes Priced Right? 

Question 1; Do you think that the industry is pricing 
its product realistically in the face of present cost 
trends and profit requirements (a) at the manujfactur- 
ing level: (b) at the retail level? 

The replies: 70 per cent of the retailers think the 
manufacturers are getting a “right” price, while 10 
per cent say the manufacturers are under-pricing (as 
compared with costs), and 20 per cent say they don’t 
know, 

As to retail pricing, the picture pretty much reverses, 
with 65 per cent of the retailers saying that they're not 
pricing realistically, and 35 per cent saying they are. 

The irony here can be summed up simply: The 
retailers think the manufacturers are getting good 
prices, while the retailers aren’t, and the manufacturers 
(see opposite Panel report) think the retailers are in 
clover while the manufacturers are having price and 
profit troubles, 

Question 2: Do you think that retail shoe prices, in 
relation to costs and profits, are too high, too low or 
about right? 

The replies; 69 per cent say their prices are too low; 
24 per cent say they’re about right; and 7 per cent 
say they’re too high. About half of the retailers say 
they need another 3-5 per cent price increase to be on 
a comfortably sound basis; 20 per cent say the increase 
should be 6 per cent; another 18 per cent say the rise 
should be 10-12 per cent; some 11 per cent will be 
satisfied with a rise of 2 per cent, while 4 per cent want 
as much as 20 per cent more, 

A full 85 per cent of the retailers say their present 
average markup is too low, while only 15 per cent seem 
satisfied with the present level, Most have placed the 
minimum markup at 42 per cent, though the 45 per 
cent level is considered “ideal” aa an average. Moat 
say their actual markup is still some distance from the 
desired ideal, 
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by BERNICE DECKER 


Back-to-School Promotion 


For Many Shoe Retailers Back-to-School Selling Tops the Pre-Christ- 
mas Period, Every Child Will Get at Least One New Pair of Shoes. 





Beal tad 


O'CONNORE GOLDBERG 








8 Beare ot the O sedmene 
Shopping enter, Wemmand 





The heaviest advertising of school shoes can be run from the second week in 


August until school opens, Some funds can be reserved for school holidays. 


Tue last three weeks of August should be marked off 
with stars on the retailer’s calendar. This is particu- 
larly true of a family store or a children’s shoe store. 
This is the back-to-school selling period, one of the best 
and most profitable periods of the year. It’s a period 
that should bring extra profits to all types of shoe 
stores. Purchases by college students should spur the 
business in men’s and women’s stores and departments. 

Except for Christmas, this is the greatest retail sales 
opportunity of the year for the ready-to-wear business 
and allied fields, For many shoe retailer, sales during 
this period top those of the pre-Christmas selling weeks, 
despite the large volume they do in slippers, 

Studies have shown that there is an average of $50 
to $100 per pupil spent for back-to-school needs, A 
fair share of this is bound to go for shoes, Each 
youngster going back to school gets at least one pair 





of new shoes and sometimes more, 

A good many stores with a sizeable children’s busi- 
ness, make at least 13 per cent of their total sales for 
the year during the last three weeks of Auguat and the 
first week of September, This means that the retailer 
will peak his stocks for the middle of August, Even 
though this might require an abnormally heavy com- 
mitment, it should not be costly. Most of these should 
be staple shoes, which will continue to move through- 
out the year, 

Despite the style trend and changing fashion picture, 
from 85 to 90 per cent of the shoes sold during this 
period are still staple shoes, This means the classic 
styles that can be worn to school day in and day out, 
the types of shoe that will stand hard, every day wear, 
This is the time of the year also for volume sales of 
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Limited Loan 





cage 


Participation 


New Source of Funds for the Small Businessman 


An Interview with J. FRANK MATCHETT, 
Director of the Office of Financial Assist- 
ance, Small Business Administration, 


(). What types of retailers are eligible under the SBA 
Limited Loan Participation program? 

A. Almost any retailer who qualifies under our 
definition of small business is eligible. That is, he must 
have annual gross sales of $1 million or less, must not 
be dominate in his business in his area and must be 
independent, 


(). Are there any exceptions to this policy? 

A, Yes, we have stayed away from lending money to 
establishments selling liquor to any extent, where gam- 
bling in any form takes place, or to local newspapers 
or radio-TV stations, 


(). What is the maximum loan under the LLP? 

A, There is no actual limit, but the government will 
put up a maximum of $15,000, Practically speaking, 
$20,000 is probably about the most any one retailer 
could get under the LLP program, All these loans must 
be bank-participation, That is a bank is required to risk 
its own money to the extent of 25 per cent of the loan, 


(). What is the purpose in establishing the LLP? 

A, In most types of loans, including regular loans, 
the borrower is required to pledge tangible assets, 
usually real estate, to cover the loan, But most small 
retailers and service establishments don’t have these 
large capital investments, Therefore, the loans are de- 
signed to provide funds with a minimum of security, 


(). For how long do the loans run? 

A, The maximum maturity is five years, but most 
loans run for slightly less, probably four years. The 
maximum interest is six per cent a year, 


(). For what purposes may these loans be used? 

A, These loans, may be used for almost any reason, 
They may be used for expansion or modernisation of 
buildings; for acquiring new fixtures; for parking 
facilities; adding a second location; purchasing addi- 
tional inventory, or other purposes, We find that many 
of them go to help a businessman step-up to meet 
expanding competition, by modernizing or installing 
air conditioning. A part of an LLP loan may be used 
to consolidate other debts, but not the entire loan, We 
don’t have an absolute limit on how much ean go for 
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J. FRANK MATCHETT 


(Editor's Note: Small businessmen, especially re- 
tailers, find their only tangible assets are inventory and 
fixtures—which often are not enough to secure a bank 
loan, The federal government, through the Small Busi- 
ness Administration, now offers a new program to help 
these small businessmen get necessary funds, Details 
of the program are explained in this exclusive interview, 
Mr, Matchett operated the bank at Seagraves, Texas, 
until last year when he disposed of his interest to enter 


government service.) 


consolidation, but generally it must be the smaller 


portion, 


(. How does a retailer apply for a loan? 

A, The first step is to secure Form Number 4 from 
any SBA office, An original and two copies of this 
application, together with supporting data it requires, 
are taken to a bank, The bank then investigates the 
application, The bank investigates past earnings reo 
orda, future business prospects, competency of manage: 
ment, and record of meeting past obligations, The past 
earnings record is given a lot of weight, 
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NATIONALLY ADVERTISED THE YEAR 'ROUND! 


FREE! 


SEND IN COUPON FOR 
Trimfit Fall-Winter Cata- 
log! Styles for all the 
family, illustrated in color! 
Plus displays, ad mats, 
promotions, etc. 





TRIMFIT 
EMPIRE STATE BUILDING + NEW YORK 1, N. Y. 
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Next to the man who won't say anything, the greatest menace to a sale 
is the salesman who overflows the prospect with a mass of confusing 
detail and endless talk. 


Tuer was once a telephone lineman who had suf- 
fered a broken leg. He was taken to a hospital for treat- 
ment. After the leg had been set, a pretty red-headed 
nurse asked him how the accident had happened, He 
enlightened her “in a few well-chosen words,” 

“You see, lady, it was like this, I was out stringing 
for the company and I had one ground mole, He was 
up a big come-along and she was a heavy one. I was 
pullin’ on her and yelled to the mole to give the guy a 
wrap; instead he threw a sag into her, and that broke 
my leg.” 

“I don’t quite understand,” said the red-headed nurse. 

“Neither do I,” said the lineman, “The damn fool 
must have been crazy!” 

The words were “well chosen” for a telephone line- 
man’s get-together but not for a hospital nurse. 


Be Sure Your Audience Understands 


Keep this story always in mind when you are spend- 
ing any great sum of money on goods, printed matter, 
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ACT Xl OF 
Showmanship In Business 
by ZENN KAUFMAN 


or speech that somebody else is supposed to under- 
stand, to appreciate or to comprehend, 

Being at the head of the parade is fine, but being an 
hour ahead of it is bad. The public takes time to 
absorb, Your mind, when you write copy, is two jumps 
ahead of each word, A reader is two jumps behind it. 
The public mind, as we have suggested perhaps thirty- 
five times, is amazingly simple. 

Consider! When they used to put movie dialogue on 
silent screens, do you remember how long they kept 
the words on the screen? Often you felt like saying, 
“Come on, there, I’ve finished that long ago.” But you 
can take your cue from show business, When you 
put on your business show, make it as easy and simple 
as possible, Without rigid simplicity of appeal, it’s 
suicide for a promoter of any sort to attempt to interest 
people in the mass, 

[TURN TO PAGE 64, PLEASE | 





they insist on the shoes 


When it comes to buying shoes, the little ones have a 
mind of their own too! And, when their Mommy is an 
A&P customer (and there are millions!) chances are 
she’s made up her mind with the help of WoMAN’s Day 
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the A & P magasine 


the NATIONAL magazine Age with the CONCENTRATED impact 


they see in woman's da ay 





—the monthly magazine most A&P customers shop 
by. Chances are your neighborhood A&P customers shop 
by it too! So it figures—wouldn’t it be to your advantage 
to feature the shoes they see in WOMAN’s Day? 
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Why not get the full story 
from the Candy Kids 
Distributor in Your Area. 


CANDY KIDS OF MICHIGAN 
608 Murray Building 
Grand Rapids, Michigan 
CANDY KIDS OF OHIO 
160 First Drive N. E. 

New Philadelphia, Ohio 


KIPLING SHOE CO. 
1014 Third Avenue 
Huntington, West Virginie 


PHILADELPHIA SHOE CO. 
(Hill Shoe Co.) 
72 North Fourth Street 
Philadelphia, Pennsylvania 


B. ROSENBERG & SONS 
215 Decatur Street 
New Orleans, Louisiana 
ST. LOUIS SHOE CO. 
1335 Washington Avenue 
St. Lowis, Missouri 
SCHWARTZ FOOTWEAR CO. 
419 No. Water Street 
Milwaukee, Wisconsin 
SOLNIT SHOE COMPANY 
Buckingham & Hecht 
817 S. Los Angeles Street 
Los Angeles, California 
SPECTOR BROS. SHOE CO. 
216 Lincoln Street 
Boston 11, Mass. 
VICTORY FOOTWEAR 
SALES COMPANY 
1220 Curtain Avenue 
Baltimore, Maryland 


and in Canada 
HEWETSON SHOES LTD. 
Brampton, Ontario 






















The “HIT of the YEAR” 


for Solid VALUE .. Quick Service... 


and Effective Promotion 





Candy Kids are your 
Best Bet for this year's 
Back to School Business 









Talk about STYLE .. . here's just 
the right line to give your 
Childrens’ Business that ‘‘lift’’ 


In the Hottest Price Range, 
too, so that you get both 
Volume and Profit! 








Ying, 


12 Extra Features, 
at No Extra Cost... 


This sums up one of the out- 
standing successes in chil- 
dren's shoes. Here's VALUE, 
in terms of advantages that 
everyone can understand. 
National advertising too, in 
Good Housekeeping, Mc- 
Call's, and Parents’ Maga- 
zine, plus promotional ideas 
that really work. 


\ 


Candy Kids are priced 
right for volume sales, at 
a profitable markup ... 


to retail 


#3.99 1. 


\\ Candy Kids 


\ CARIBE SHOE CORPORATION 
. 


They're ~‘ 
Terrifiel \ 


MANATI — PUERTO RICO 
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s /yshions Forefront 


First signs of next Spring are in the air. With gray 
staging a surprise performance in the Paris collections in 
yarn-dyed suitings, the leather industry finds great interest 
in light grays, lighter than ever. 

There is continued interest in the Vicuna, camel and pale 
cashmere family because of the great success of Flax this 
current Spring. 

There is strong emphasis on the blue family but in 
lighter-than-navy tones. Navy blue is regarded as basic so 
the style interest is in lighter blues. Blue was the number 
one color family in the French Couture collections this 
Spring, ranging from pale to medium to bright. Ceramic 
blues, turquoise, light tones, Delft and Copenhagen tones 
will all have a place in this trend to blue. The interest in 
blue gains further impetus due to the interest in the 
Olympic games, since the official color of these games is 
blue. Besides all this, a revived fashion trend to the in- 
fluences of Mittel Europa and the Scandinavian countries 
should bring in more blues. There is a place for tone-on- 
tone in varying shades of blue, blue in prints and blue in 
tweed mixtures. 

Also in the air for next Spring are pale colors. These 
will be found in suedes, kidskins and certain textured 
leathers. They will include yellows, pinks, sky or baby 
blues, mauves, peach, melon and shrimp. Two strong 
pastels in ready-to-wear, turquoise and coral, will give 
importance to these colors in leather, 

In general, colors will be gentler, more placid and more 
influenced by European colors than Asiatic. There will be 
a great deal of whitened leather but these will not take 
away from white which will be very strong. Black patent 
leather and white will be very good. 


More important than colors, however, will be textures in 
leathers. In fact, colors will be selected on the basis of 


Benelli D'Italia Make Their Bow 


ft ; iia 
High heel fiddle shank pump in black suede with 


charming asymmetric fe Pe design on white luster; 
two textures, smooth and suede, combined in smartly 
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Notes on Important Developments in the Field 
of Footwear, Fashions, Colors, Materials 


their application to surface textures. The trend will be 
strongly toward the use of two textures in one shoe and 
these will be in matching or contrasting colors. Both uses 
will influence the selection of colors being used in the shoe. 
In textured leathers, the trend is toward less obvious grains. 


Finer, more elegant textured effects will be the best types. 
* * x 


In a Fashion Flash from the Amalgamated Leather Com- 
panies, Ruth Kerr Fries presents style and promotion ideas 
for the new Fall and Winter costumes. These she describes 
as “of fresh new silhouette interest spare of line yet in- 
tricate in cut and detailing with a new gentle softness and 
above all an old fashioned gentility. 

“These,” Mrs, Fries says, “are the leather alliances that 
make fashion news for the new season. Colors for shoes 
related to duo tones and color combinations in smart cos- 
tumes, Leather textures that echo the surfaces of apparel 
fabrics. Total effects prettier than ever and sure to flatter 
because they make feet look daintier and more feminine.” 

First in the listing is “My Fair Ladies.” “Combinations 
taken from that elegant period before World War I, in 
demi-spat patterns of black with color, for wear with every 
costume with which black shoes are worn, Newly chic in 
modern Cecil Beaton versions to accompany enormous 
hats.” There follows a list of colors suggested in glazed 
kid to be combined with black patent kid; and another list 
of glazed kid colors to be combined with black Chanmooz 
kid; and three colors to be used with black glazed kid, 
All the colors are gentle colors, a number in pale neutrals, 

In the group of “Can-Can Colors,” “shock contrasts of 
brights with dark” are suggested in “demi-spat, Regent 
pumps and Givenchy and V-throat pumps.” 

“Avenue Tweed Colors” form a third group of suggested 

[TURN TO PAGE 67, PLEASE] 





ae Sea 


tailored pump on square back heel; all-over textured 
leather pump on 16/8 walking heel. From the 
Benelli d'Italia line imported by Cortina Imports. 
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Smart Volume Buyers Know Rata is BEST 


BBEAECE soe COMPANY, inc. Shoe City, Belcamp, Maryland ‘ 
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CASUALS YIELD HEAVY 
VOLUME IN ST. LOUIS 


THE “outdoor living” season, which 
has taken St. Louis suddenly this year, 
has been reflected in retail shoe sales. 
Heavy volume is reported, both down- 
town and in the suburbs, in footwear 
for casual, leisure-time activity. 

In men’s shoe departments and 
stores, most interest has been in slip- 
ons and perforated types, with rubber 
soled canvas oxfords moving in vol- 
ume for sports. All-white shoes and 
whites in combination are still going 
slowly, but are expected to pick up 
considerably as soon as St. Louis men 
begin to don hot weather cord suits 
for office wear. 

Barefoot sandals for youngsters, in 
tan elk, white or pastels; washable 
fabric casuals for boys of all ages; 
nylon mesh flats for sub-teen girls; all 
these are selling in large quantities in 
all colors and combinations. Junior 
girls are reported showing active in- 
terest in flat white sandals and pumps 
touched with gold. 

In women’s dress lines, most wanted 
style continues to be the spectator 
with its numerous dressmaker touches 
and ladylike innovations. All heels 
are slim with 17/8 and 24/8 heights 
dividing honors. White spectators, 
whether they be trimmed with patent, 
black, brown or blue, are all selling. 

Following specs in popularity are 
the light open pumps of smooth calf, 
luster calf, kid and fabrics, in white, 
white with gold, and the increasingly 
good pastels, mainly muted pink and 
sky blue. Vinyl and pastel kid com- 
binations in halters on 24/8 heels are 
outselling glass heels at present. 

Women’s casuals are moving well 
in every type, color and material, es- 
pecially in suburban stores and de- 
partments, Mid-high wedges of nylon 
mesh, straw or leather, open at toe 
and heel, are outselling the very high 
or very low wedges in white and flax, 
Record purchases of patio styles and 
rubber soled casuals would indicate 
that St. Louis women are planning to 
practically live outdoors for the next 
few months ahead, One retailer re- 
ported that with women wearing their 
new casuals so consistently, so hard 
and so early, there should be consid- 
erable rebuying near the end of June. 
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MIAMI COOL, COMFORTABLE 
AND WHITE 


SALES continue to play a big part in 
the heavy selling which has been hit- 
ting all shoe stores in the Miami area, 
but the big advertisements offering 
tremendous discounts on high fashion 
footwear are falling off. Surplus 
stocks have been reduced and shoe- 
men, particularly along the Gold 
Coast from Palm Beach to Miami 
Beach, are ready for new merchan- 
dise. 

Fashion has decreed a splash of 
white to accessorize Summer's bright 
hues, and this has been reflected in 
the steady upward swing in white shoe 
volume sales, Very early in the sea- 
son experienced shoemen predicted 
that white would stage a comeback, 
and this has been the case. Of course 
there has been heavy buying for 
graduation wear, and also for the ap- 
proaching wedding season. Aside from 
these two contributing factors, white 
is steadily gaining in popularity. 

The clear look continues to be in 
favor and the “go-with-everything” 
vinyl that gives that light airy look 
for afternoon or evening wear, con- 
tinues to be a good selling item. 

With the approaching hot Summer 
season there is stress being placed on 
the VIP shoe—the comfortable foot- 
wear for housewives or others who are 
“very industrious persons.” These may 









WHITE 
PUNCHED 


Helly coed tm vente WHITE, 
AT RAT FORD (nite hoot primp, O08 
STRAT FLAT fringed coon, 08 
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PEEL, WAH N Bias 


The pig with a punch is white 
punched pig. Light, summery and sup- 
ple as advertised by Hahn, Baltimore. 
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be the comfortable, colorful casuals, 
ov the more dressy, substantial styles 
that are to be worn by nurses, beauti- 
cians or others who are on their feet 
a good deal. Each pair must have 
some special feature to recommend it, 
style, color, heel, innersole or some- 
thing else. But the general line of 
casual or semi casual footwear is be- 
ing offered by many merchants as a 
hot weather must. 

Perhaps the newest thing in this 
area in footwear is the straw shoe 
with matching handbag. It is being 
featured by the more exclusive Miami 
shops as well as by the chain stores, 
in a price range from $3.99 to $15 or 
more. Straws are perfect for wear all 
Summer long—they are cool and 
comfortable. Some are imported from 
Italy, others from the islands in the 
Caribbean. The importance and vol- 
ume of these imports were stressed 
recently in a case brought by the Air 
Cargo Brokerage Co. in Miami which 
claimed the U. S. Customs court was 
assessing too much duty on sisal san- 
dals imported from Haiti to Miami, It 
was claimed that 35 per cent of value 
is too much; 17% cents is more like 
it, the company claimed. 

Nylon mesh continues to be a popu- 
lar Summer shoe, both for men and 
women. It is cool, comfortable and 
with a definite stylish flair. Summer 
has come early to Florida, and the 
shoe buying trend is toward cool, com: 
fortable and white shoes. 

- - 


NEW YORK SALES 
SHOW PICK-UP 


SHOE retailing in New York has 
definitely picked up. This is mani- 
fested in many ways. Buyers report 
that traffic in stores is good. Selling 
has been accelerated and good sales 
figures are being registered. 

In many cases, clearance sales are 
just about exhausted and the way is 
cleared for the new shoes. In those 
instances where sales began late, they 
may continue through this month or 
until the odds and ends are liqui- 
dated. In any event, consumers are 
responding satisfactorily to the sales 
shoes but they seem to be more in- 
terested in the new shoes, 

We checked with some of the mer- 
chants to ascertain the styles that are 
popular and we find that consumers 


61 








W. F. MUNFORD 


“A Dynamic 
Potential . . .” 


. is created daily by millions of Americans in their 
purchases of U.S, Savings Bonds through the Payroll 
Savings Plan, Better than three out of four of United 
States Steel's American Steel and Wire Division 
employees are taking advantage of this easy automatic 
plan of saving. 

“We in management feel that every employee, whether 
newly hired or already on the payroll, must be advised 
constantly as to the values of this Savings Bond Pro- 





Portrait by Fabian Bachrach 


gram. A program designed to maintain high employee 
participation is an integral part of our everyday opera- 
tions. W. EF MUNFORD, President 
American Steel and Wire Division 
United States Steel Corporation 


Does your company present the advantages of The 
Payroll Savings Plan (and a Payroll Savings Applica- 
tion Blank) to every new employee? Are 75% of your 
employees enrolled in your Payroll Savings Plan? 

Write to Savings Bond Division, U.S. Treasury Depart- 
ment, Washington 25, D. C, Your State Sales Director 
will be glad to help you take your place with American 
Steel and Wire and the more than 40,000 other com- 
panies that have successful Payroll Savings Plans, 


The United States Government does not pay for this advertising. The Treasury Department 
thanks, for their patriotic donation, the Advertising Council and 
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are buying pumps —- in the light 
beiges, blonds to French bread. They 
are also ordering the two-texture com- 
binations of patent and suede, smooth 
and suede, etc. Patent leather shoes 
continue to be popular and the vinyls 
in the sandal and backless types are 
getting good calls. Elasticized toplines 
and quarters—in patent, smooth or 
suede combined with faille and shown 
in various color combinations such 
as red with black, blue with gray, 
beige with black—seemed to interest 
many of the customers. 

Merchants are putting every effort 
into the sale of their shoes. They have 
made their window displays and _ in- 
terior displays most attractive and 
have put emphasis on their promo- 
tions in newspapers to bring the cus- 
tomers into their stores. Everything 
from Summer casuals to gala evening 
slippers is being promoted—the en- 
tire range of possibilities from straw 
to suede as well as kid, calf, silks and 
even lace mesh in combination with 
patent or other trim .. . and in all 
the exciting colors, 

One high grade shoe merchant put 
an emphasis on: “a very special kind 
of Summer, when your footwear takes 
on new fashion importance worn with 
Summer's cool, crisp cottons and soft, 
filmy chiffons—so significant.” An- 
other features: “the delicate shoes de- 
signed especially for exciting eve- 
nings ahead” or “Strike it rich in 
exciting new Summer collection . . . 
in such colors as pistachio, raspberry 
ice, candied orange, lemon ice, robin's 
exe blue, ete,” 

In men’s shoes, selling is slow but 
here, too, men are beginning to change 
to the lighter, more flexible shoes 

soft grains, smooth leathers and the 
first signs of straw. 

There is evidence that consumers 
are responding to the persuasive sell- 
ing features because sales figures are 
beginning to improve. Inventories 
have been whittled down to some ex- 
tent and merchants are in a cautious 
open-to-buy position, 


* * * 


HEELS STILL MAKING 
LOS ANGELES NEWS 


HEELS continue to be the important 
part of the shoe in Los Angeles, Even 
though Summer selling is in full 
awing, the heel—or the lack of it 
seems to be the important factor, 
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In dress wear, the ornate heel, spike 
heel, tall slim, or transparent con- 
tinue to decorate the shoe. If it’s flats, 
advertising calls attention to their low- 
ness. High or low, the heel dominates 
newspaper lineage. 

Carrying the Summer scene, as 
they usually do, are the flats and the 
wedgies. The latter, missing for some 
time, are making a resurgence this 
year and are seen in quite a few lines. 
The flats, all-year wear for the teen- 
agers, are showing up on mother’s 
feet now that Summer is here. Colors 
run the length of the rainbow, but 
particularly strong are the pinks, a 
delft or Wedgwood blue, and a sort of 
cream off-white. Skimmer pumps and 
sandals are also strong, as always. 

Raffia and straws seem to have 
added emphasis this year. They ap- 
pear in all price ranges, from modest 
$2.98 sellers up to $14.95 versions. 
The better quality also have strong 
sole-and-hee] interest; thick cork 
soles, some wedgies, some under-cut 
heels are seen. 

Whites have taken their Summer 
upward spurt in sales, Not that we 
don’t sell them in the winter time; 
the sales fluctuation might be de- 
scribed as from “good” in the Winter 
to “very good” in the Summer. White 
bucks, kids and calfs carry the bulk 
of these sales. 

An old timer back on the shelves 
this Summer is the high-heel, blue- 
and-white or black-and-white pump. 
A standard for many years, it is back 
in the old traditional version and 
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some new variations. One of them is 
a sling pump, with navy toe, white 
buck inserts, and navy sling around 
the open heel. 

Vinyl is also a strong seller in new 
casual fashions. One sports adapta- 
tion of it is a vinyl upper embossed 
with tiny silver stars; the medium 
height heel in dull navy blue calf, 
counterless, and with blue trim around 
the edge of the sole. A medium-priced 
seller, it seems to be doing well as a 
spectator sports shoe. 

” x 


CHICAGO SALES HIT 
HARD BY WEATHER 


PROLONGED cold and rainy weather 
has been a marked detriment to the 
Chicago retail shoe business. Sales 
figures fell off both for most of April 
and the first half of May. Business 
was particularly hard hit because of 
a succession of rainy Saturdays. 

Although this has left a rather 
heavy inventory on retailers’ shelves, 
their outlook is one of caution rather 
than pessimism. Nearly all believe 
definitely that given good weather, 
shoes will be bought. The few warm 
and sunny days that have occurred 
have been ample evidence. 

Although business has lagged, so 
that it is still spotty as to style trends, 
most early predictions are proving 
true. Despite the lag, early white 
sales have been better than in some 
time. This has proved true in prac: 
tically all categories. The sandals, 
strippings, and other opened up types 
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Going native southern style, as suggested by Selby's, Miami, sounds 
like @ good idea and should produce sales for summer straws, Closed 
or open back styles in white, pink, blue, beige or plain. 
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Sing Something 
Simple 


(CONTINUED FROM PAGE 54) 


Boxing, as a fine old science and art, 
has practically disappeared. People 
won’t pay to see a boxer. Modern mass 
production of crudely uneducated audi- 
ences, seeking the simplest passive 
sensation, has forced ring promoters 
to offer not smart fighters, but heavy- 
fisted, thick-skinned smashers, who, in 
the parlance of the ringside can “dish 
it out and take it.” Such an audience 
actually resents skill in avoiding un- 
necessary punishment. 

Babe Ruth, in much the same man- 
ner, revolutionized the entire game of 
baseball when he departed from the fa- 
mous hitters of the past by taking a 
golfer’s grip on the extreme end of his 
bat. Thus, he started his own highly 
specialized, but utterly simplified art 
of batting a ball over a short-right- 
field fence and quite unintentionally 
lifted a lot of the intelligence out of 
the game of baseball—thus bringing 
the game within the enjoyment of an 
additional five million fans. 

Ray Martin has always scored big 
sales from window displays because he 
just makes glass-front billboards out 
of them. He takes full advantage of 
the third dimension but dramatizes 
just one idea and always a simple one. 
What's more, as the P.A.D. folks 
say, “Say it big.” Their “shoe sale” 
sign is five feet wide—gets attention 
by its size and simplicity, 

Keep your advertising simple by em- 
phasizing “one” basic appeal possessed 
by your merchandise. 

You may want to stress reputation, 
economy, durability, convenience, or 
style. All these factors have their mer- 
its, but when thrown at the public all 
in a henn, their effectiveness is lost. 


Apply It in Ads and Sales Contests 


Keep your sales contests simple. The 
thing that breaks up more contests 
than anything else is a complicated 
scoring plan. If your clerks need a 
slide-rule and a knowledge of calculus 
to unravel their position in the contest, 
you can be very sure they will be lost 
in a maze of blindmen’s buff. 

One thing that makes a contest easy 
to follow is a large wall chart that 
shows at a glance the position of the 
contestants, 

One of the simplest and most effec- 
tive contest ideas I’ve ever seen is a 
set of movable pictures of the salesmen 
placed in order of sales ranking, on the 
manager's wall, 

“My Hall of Fame” he calls it, add- 
ing “Costs me only six bucks.” He took 
a picture of the gang, then made 5 by 
7 enlargements, “They all like to see 
their mugs at the head of the line,” 
Prize contests should be simple, It’s 
been proved countless times that the 
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simpler a contest the more entries it 
pulls, 

In New York, A Beautiful Child 
Contest pulled 114,000 entries. All you 
had to do was send in a picture of your 
baby. Nothing to write, tear off, draw 
or count. 

In Ohio, a small town gas station 
offered five gallons of gas for the larg- 
est potato in town. Results included 
$16 worth of newspaper publicity plus 
$9 worth of potatoes. 

In Garden City, Franklin Simon got 
quick results in promoting Dr. Posner 
Shoes with a voting contest to find 
“Little Miss Long Island.” Nothing to 
do but vote. 

Of course, it’s in face-to-face selling 
that the gearing down is needed most. 
(INCIDENTALLY, MEN WHO 
DON’T UNDERSTAND A PRODUCT 
CAN NEVER PRESENT THE 
STORY PROPERLY TO PROS- 
PECTS AND CUSTOMERS.) 





HOW’S YOUR 
SHOWMANSHIP? 


Each month, our autographed 
copy of Showmanship In Business 
will be given for the best example 
of showmanship sent in by a reader 
of Boor ano Suoe Recorven, Tell 
us of something you've done — or 
even something you've seen that 
has helped add that extra touch of 
dramatic interest. 


SHOWMANSHIP 
YARDSTICK 


Send a self-addressed envelope 
for your free copy of The Show- 
manship Yardstick — a 12-point 
checklist of the elements that make 
a good show. 





A simple sales story, boiled down to 
a few words, will usually produce more 
sales than a long, drawn-out rigama- 
role expressed in fancy words, 

Outside of the man who won’t say 
anything of sales value, the greatest 
menace to a sale is the man who over- 
flows the prospect with a mass of un- 
important and confusing detail, put- 
ting the customer in the position of the 
man in the restaurant to whom the 
waiter pours out an offer of apple, 
peach, pineapple, strawberry and coco- 
nut-custard, He answers, “just coffee.” 

Richard Borden, whose teaching of 
sales tactics has been marvelously suc- 
cessful, rates this intense concentration 
on one simple appeal as a fundamental 
feature in all showmanship, and in- 
deed, in all effective selling. 

Or, as my young friend Alan Tripp 
says, “Be sure you don’t leave them 
gasping for breath and grasping for 
meaning.” 


Opportunities in 
Back-to-School Promotion 


(CONTINUED FROM PAGE 562) 


tennis and gym shoes, which should 
also be in stock for this same selling 
period. These are a natural for extra 
pair sales. Rubbers sell to some degree, 
but experience has shown in many 
parts of the country that these are a 
later purchase. 

The back-to-school period offers many 
opportunities promotion-wise. Depart- 
ment stores and specialty shops usually 
set the pace for elaborate and novel 
promotions. But the small retailer can 
use many of their methods. 

All wise retailers will follow accepted 
advertising practice and reserve a 
large portion of their advertising bud- 
get for this period. The heaviest 
amount of advertising of school shoes 
could well be done in this period, begin- 
ning with the second week of August 
and continuing to school opening. Other 
advertising funds might well be re- 
served to use for advertising prior to 
school holidays, when the children are 
available for shopping. 

The college trade, because of the 
style element, provides some of the 
greatest promotional opportunities. The 
large department stores spend consider- 
able money during this period. They 
employ college girls to staff their 
department as advisers, They put on 
fashion shows, even have entertain- 
ments, 

It is well to note that they do not 
overlook the importance of style for this 
market, Last year, Marshall Field & 
Co., Chicago, devoted a full page co- 
ordinated advertisement to the 
“sweater” look, featuring sweaters, 
skirts, and saddle shoes in a variety 
of mix and match colors. O’Connor & 
Goldberg referred to saddles and loaf- 
ers as “Perennial Pin-Ups.” Mandel 
Brothers teamed moccasins in eight 
colors with a selection of corduroy co- 
ordinates, Maurice L, Rothschild offered 
new square toe versions of loafers both 
for the college and working girl by 
referring to them “for college credits 
or a job with a future.” The Fair re- 
ferred to flata as “Steadies——go every- 
where on campus.” Joseph Salon Shoes 
devoted a full advertisement to adap- 
tations of “on and off campus” moc- 
casins, One phrase stated, “It’s next to 
impossible to go back-to-school without 
at least one pair of our classic favor- 
ites.” 

It should be noted that these are all 
staple shoes—saddles, loafers, moc- 
casins, and flata—the kind that college 
and hich school girls buy year after 
year, Yet a little touch of glamor takes 
them out of the ordinary. 

This is an ideal time of the year to 
promote the wardrobe idea for the 
college trade, More than any other 
section of the back-to-school business, 
the college girl or boy is an ideal can- 

[TURN TO PAGE 91, PLEASE] 
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have sold best. Blue has held over 
rather well. Pink remains the volume 
pastel color, but blue and yellow have 
come into the picture rather strong. 
These are expected to become volume 
during the month of June. Patent has 
also sold in sizable quantities in the 
very open sandals. As was expected 
this is also proving to be a big spec- 
tator year, both in the classic brown 
and white, and also in flax and brown, 
light blue and white, and in mono- 
tone effects with spectator pattern 
treatment. Pig, corkette, and other 
soft leathers have led in the casual 
field. Casual business has accelerated 
and in the over-all picture been bet- 
ter than the dress shoe division. Straws 
are expected to be the best second 
selling items in the casual end, and 
lace meshes in the dressy. In the high 
style salons, black and white com- 
binations in a number of varieties in 
sandals and dressy shoes have done 
well. Black silk sandals are also a 
high style item. Springolators have 
continued to gain momentum and so 
have vinyls. Both of these point to 
even greater acceleration and volume 
for early Fall selling. 

Mid-June will see some early pro- 
motions of dark lightweight suedes in 
blacks and browns. 

” - _ 


BOSTON SELLS WIDE RANGE 
IN STYLES AND COLORS 


Arrer having worried during most 
of the Spring season about the effect 
of bad weather on shoe sales, retail- 
ers now are looking forward, almost 
with misgiving, to the onset of warm 
weather, Many feel that this may 
bring such a concentrated demand for 
whites as to cut into the sale of darker 
colors still carried in store inventories. 
To date, while whites are being pro- 
moted and sold, this has not been 
the case. Blacks continue strong, as 
do the light brown colors, some pas- 
tels and even patent leather, 

In mid-May and for at least a week 
thereafter, business picked up. Seek- 
ing a reason other than somewhat 
better weather, a few retailers the: 
orized that newspaper publicity given 
the early May show of the Boston 
Shoe Travelers Association, publicity 
which stressed the impending price 
increases, had motivated buying. 

Because of the wide variety of 
styles and colors, it was reported at 
the Bonwit-Teller store on Berkeley 
Street in the Back Bay area, detecting 
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a trend toward any color or pattern 
is an impossibility. Whites were 
shown early at this store, about May 
1, and have sold to date without in- 
terfering with the demand for dark 
shoes—blacks, patents and_ beiges. 
Patterns include both closed and open 
pumps as well as sandals. 

White shell pumps and opened up 
patterns in pastels have sold well at 
the Kay’s-Newport store at 424 Boyls- 
ton Street, and dark shoes also are 
selling, it was said. Among the pas- 
tels noted as being in good demand 
are pink, light blue, yellow and some 
light green. Styles using large areas 
of clear vinyl also were mentioned as 
having sold very well. 

An early demand for casuals was 
noted at the Solby Bayes store at 45 
Winter Street in the downtown sec- 
tion of the city. Whites, reds and 
beiges were selling, it was reported, 
in wedge heel types. 

ee ce 


DETROIT RETAIL VOLUME 
HITS SLUMP 


BusINEss volume took a serious 
drop in Detroit after Easter, with a 
typical major store report showing 
the drop from a year ago at 45 per 
cent. Stores that enjoyed a pickup in 
March generally lost their lead—in 
all departments of the shoe business, 
The slump extended to the little 





































neighborhood store as well as big 
downtown and chain stores. 

Weather, with persistent cold and 
rain, was one reason for the drop, but 
unemployment and less than full-time 
employment for many still on the job 
were probably more important. The 
Governor has asked that the state be 
declared a critical unemployment area 
with 190,000 reported out of work. 

One aspect that held unit sales up 
but cut volume was a popular switch 
to low priced merchandise. Price re- 
sistance is reported strong among 
store managers generally, and there is 
considerable concern over present and 
anticipated wholesale price boosts, as 
contrary to the prevailing economic 
trend. 

Evidence of the attraction of low 
priced merchandise could be found 
in the Dollar Day staged early in May 
by the J. L. Hudson Basement Store, 
which drew throngs, despite stormy 
weather. On the other hand, some 
well-advertised sales by major stores 
have failed to draw satisfactory re 
sponse. An unusual amount of price 
advertising is noted in current promo- 
tion generally, 

But “on a nice sunny day there is 
action,” notes Fyfe’s president, Steven 
J. Jay, NSRA president also. He main- 
tains an optimistic outlook and ex. 
pects the slump to end in the near 
future. 
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f/f J B “ L . < as 
Neclon Clhins “Plain and Fancy 
Demure yet diamatic pumps, Kalters with a haweh ¥ 
al wsanples ot wnereted 
hand design, each @ masterpiece! 
faey calf 1.48 
2. blest, navy, benedictine, red call 


i bias 

4 Coafhoe Prat (French tiwad vi 
Wedgwud/ duit! bive 3) #8. 

4 French biwad blast patent in a mid heel 29 4% 
thes Wynnearmad aid hentinhewa 

Harimane Hired theses teow valor aeeait aed plane 


In Philadelphia Spring is overdue but these “Plain and Fancy's" ad- 

vertised by Bonwit Teller should sell In any weather, In the new or 

fashionable colors: navy, black, white, benedictine, red, faille, French 
bread, Wedgwood, delft, Vinyl. 
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back-to-school service shoe but yet is made on a dress last 
with a slightly tapered toe. . . . Style continues to be the 
most important single trend in the children’s shoe business. 
Y 2 | | Little girls and little boys want shoes just like their big 
ou brothers and sisters. Light-weight, softness and quality ma- 
terials are helping to build increased volume for children’s 

shoe retailers.” 
never Another one indicates: “In children’s shoe fashion, we 
feel the trend is definitely toward simplicity, lightness, lower 
topline and generally softer, more comfortable shoes to 


know | me 
“Not too much fashion change has taken place in the 


children’s shoe business over the past six months. The 
how swivel strap is the outstanding style or pattern innovation. 
Low cut lines and vamps have become standard and the 


bugaboo of fit is not heard as frequently as it was. The 


sweater pump in the cement field has almost 100 per cent 
goo acceptance now.” 


“The general trend of fashions in the children’s shoe 
field is toward good taste with small decorations rather 


your than the gaudy appearance of the past.” 


“Styles which we believe are news are—a Bal pattern 
with new type fastener, an Italian type casual with con- 


shoes cealed gore and a casual slip-on with a finger gore front.” 
“Fashionwise, we are leaning heavily to three eyelet ties 


which are excellent fitting shoes and a departure from 


can the Continental two-eyelet idea.” 
“As to special features, we might mention the change 
of arch heights, heel heights and quarter heights twice as 
| k often as any other juvenile shoe. We change all of these 
oo eee measurements, including the last, twice in each size run. 


In addition, each shoe has a built-in heel wedge to help 
overcome the tendency of little ankles to turn in, which is 
pronation.” 


° 
Back to School in Smart New Shoes U ntil 


[CONTINUED FROM PAGE 44] 


will be good for growing feet . . . in fit, in size ranges, in 
patterns and in styles that will serve well and at the same 
time give pleasure to the wearer. 





eae eS a yon 
Left to right: Billiken 3-eyelet tie by Craddock-Terry; con- 
cealed gore tassel moc Royal Cadet by Chris Laganas; 
Ed White Junior's suede step-in with reptile bow trim and 
heel covering. 





We asked the manufacturers of children’s shoes to send 
us some of the shoes that would best typify their thinking 
and illustrate those features that would make this season’s 
back-to-school line most effective. We show them to our Vi Gl | 0 T 
readers and include actual quotes from some of the manu- R N A AK ANNERY 
facturers to substantiate their reasoning: SALES CORPORATION 

“Certainly the step-in is the biggest growing category in 

27 SPRUCE STREET - NEW YORK, N. Y. 


the children’s business. This shoe is planned as a child’s 
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Make 

YOUR 

Shoes 
BETTER 
Shoes! 

No change in 


manufacturing 
set-up 
required... 


“Pumps are playing a big part in the style field today. 
However, we have found that the swivel types that convert 
the pump into a one strap and back again, have produced 
a volume of sales for us.” 

“Overall, we expect the trend in boys’ welt shoe styling 
to continue toward masculine-looking patterns ‘just like 
dad’s’ and we have a comprehensive group of such styles 
in addition to basic welt styles. Girls’ welts are becoming 
lighter in appearance and cement type shoes are increasing 
in importance.” 

“Fashion-wise, the trend seems to be continuing toward 
more colorful shoes all the time with reds, blues and some 
ginger and gray as the predominant colors, Grain leathers 
in boys’ types seem to be meeting with acceptance and, 
of course, black for youths and boys continues strong.” 

“Our new square toed last is incorporated into a simu- 
lated one-eyelet tassel moccasin and the three-eyelet 
blucher oxford. We think the new square toed last is in 
keeping with the trend of giving novelty to the children’s 
shoe field. A new last is used in order to create additional 
interest. We think the great amount of communication 
between youngsters via schools, camps and travel plus the 
greater numbers of the young population makes game for 
the shoe manufacturer who offers interesting shoes.” 

“For little girls we think the classic saddle or the boot 
tab pull-on will be good, and in little boys’ shoes the new- 
est oxford will be in the three-eyelet raglan nose quarters.” 

There’s not much we can add in summation except to 
emphasize that all signs indicate that the back-to-school 
1956 shoes will be attractive, good fitters due to the many 
innovations and features that have been added—elasticized 
toplines, new closures and leathers that are soft and flexi- 
ble. Color will be important but lightness and simplicity 
will be the keynote, 
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In Fashion’s Forefront 


[CONTINUED FROM PAGE 59] 


. 


combinations: “suave combinations of soft hand for wear 
with the gentled new town tweeds and patterned weaves. In 
soft construction spectators with delicate perf details.” 

Further discussion of combinations of leathers and colors 
in Amalgamateds’ Stylogram include Popular Volume Com- 
binations; Black Charmooz Suede with Gold Kid; Off-Beats 
and Blue Notes and Night Lights. 

* * * 

LIGHTNESS, softness, well-balanced heels are typical of 
a new line of leather shoes introduced for the first time 
for the coming Fall by Pan American Modes under the 
trademark name “Caressa.” Features of these new shoes 
are the unboxed, soft toes; a new heel construction very 
slender but strengthened by a new pedestal construction, 
wider at the top and extending further under the instep. 
The cushioned sock lining is made of soft suede that is 
said to be water-repellent and perspiration-proof. 

Five types provide a complete shoe wardrobe. These 
are “Shoes for Town,” “Shoes for Travel,” “Shoes for 
Country Tweeds,” a group of flats called “Seventeen” and 
“Gold Coast.” This last group is for end of the day 
dress-up occasions and the trimmings are of special im- 
portance including such fine touches as buckles of irri- 
descent beads and sequins, crystal and rhinestone buttons 


and mosaic buckles. 
* x * 


With types of leathers continuing strong into next Spring, 
the Joyce Fall line features the following: “Plushglove,” 
“A ‘Hatter’s Plush’ finish on finest veal skins gives a look 

[TURN TO PAGE 106, PLEASE] 
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with 







Send 
for 
Samples! 


VIRGINIA OAK TANNERY 


SALES CORPORATION 
27 SPRUCE STREET - NEW YORK, N. Y. 
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“The Boston Office Man” 


An important part of every new G/C 
model is its introduction to the United 
men who will service it. Visiting each 
Branch Office, a Boston technician care- 
fully explains the machine’s operation, 
adjustment and maintenance. 

The Boston Office Man knows this ma- 
chine. He worked closely with the de- 
signer, he studied the experimental model 
on its trials, and he helped in the manu- 








facture of the first group of machines. He 
will share his knowledge with these men 
to make your service faster and better. 

And when he comes to this Branch 
again he will bring with him all that other 
service men in other districts have learned 
about this specialized machine. 

The Boston Office Man plays a vital 
part in making United the best buy in 
service, 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


A WA annual 
Service Contract 
can save you 
money. 
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RECORDER SURVEY OF CURRENT CONDITIONS IN SHOEMAKING CENTERS 


Manufacturing 
tld Markets 


New England 


S$ ALESMEN for New England shoe manufacturers who 
have been in their territories since the second week in May 
have booked a fair volume of business. This, plus buying 
done at the Popular Price Shoe Show by chains and other 
large distributors, has enabled factories to start their Fall 
runs, though at less than capacity rate. This is regarded as 
a normal development for this time of year. 

To date, companies making branded lines of men’s and 
children’s shoes have fared the best. Sport types for 
juveniles are reported to have been selling well both at 
retail and wholesale. Business in women’s novelties, how- 
ever, has lagged and there has been comparatively little 
response to salesmen’s offerings. For this two reasons are 
offered by trade spokesmen; price resistance and heavy 
retail inventories which must be disposed of before addi- 
tional stock can be bought. 

Indication that retail trade is picking up in nearly all 
parts of the country is seen, however, in the fact that manu- 
facturers with adequate in-stock departments report an 
increase in re-orders. Both whites and blues have been 
selling well in stores, and retailers are showing their con- 
fidence in the near future by building up their stocks of 
certain types. 


New York 


SHOE manufacturers in New York have orders on hand 
to maintain steady production for the next month or two. 
A good proportion of these call for immediate delivery 
but the majority specify early Fall shoes-—-the transition 
shoes that will be delivered to the stores in early August. 
Many of these orders had been written at the recent Guild 
of Better Shoe Manufacturers’ and the Popular Price Shoe 
Shows. 

Incidentally, manufacturers reported they had good traf- 
fic in their exhibit and show rooms and although they never 
expect record-shattering orders to result from these shows, 
they did get satisfactory reaction. In many cases, retailers 
looked at the lines, noted the numbers, colors, patterns 
they were interested in and then followed up with con- 
firmations, either through salesmen or the mails. 

In women’s shoes, pumps account for the major portion 
of production—for the immediate picture as well as for 
future delivery. Vinyls in the opened-up types are con: 
tinuing to be important, 

The outstanding style or pattern innovation in girls’ 
dress shoes is the swivel strap and retailers reacted favor- 
ably, Pumps and other cement types in this category are 
very popular and many of the orders specified these types. 
Manufacturers reported good business in saddle oxfords, 
moceasins and moccasin-types, ghillies and U-throat bals. 

Manufacturers of men’s and boys’ shoes indicated that 
their most popular numbers were the ones that incorpo- 
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rated the slimmer lines, lighter detailing, three and four 
eyelets, etc. 

In all categories—-men’s, women’s and children’s—leath 
ers and textures were important. Shaggy or buffed leathers, 
grains and glove tannages came in for special interest. As 
for colors, specifications were influenced by the geographic 
location of retail accounts. 

Rising costs are a major consideration with most manu- 
facturers and the question of price is an important issue 
with retailers. Despite the many problems facing them, 
manufacturers in New York are confident that business will 
be good. For the present, they are producing shoes at a 
satisfactory rate and there is ample cutting ahead. 


St. Louis 


F XECUTIVES and sales representatives of St. Louis shoe 
manufacturing companies have come back from the Dallas 
and Atlanta shows facing Fall with a very optimistic out- 
look and a comfortingly substantial volume of orders writ 
ten. 

Traffic at both shows was reported as slightly down, but 
lines were enthusiastically received—and bought—by the 
retailers. Buyers and merchandisers, whose clearances of 
heavy Spring inventory have moved along steadily, found 
that by the time of these regional shows their budgets were 
getting their heads above water. 

One manufacturer reported traffic at Atlanta excep 
tionally good, attributing this reaction to two factors. First, 
the company had larger than a skeleton force of sales rep 
resentatives at the display room, With several executives 
in attendance, additional new contacts were made and the 
old contacts healthily strengthened. Second, the manu 
facturer served a smorgasbord-style luncheon on each day 
of the show. Planned in advance and announced to the 
retailers, these informal luncheons attracted an average of 
nearly forty prospective buyers each day, Another St. 
Louis manufacturer attributed its extremely gratifying dis- 
play and sales at Atlanta to the rainy weather, which had 
the effect of sending buyers into the display rooms and 
keeping them there. 

At any rate, from all sides, general opinions for Fall are 
that the season will be “terrific.” 

In women’s footwear, early orders show black of course 
as the volume color, both in suede and calf. Varied tones 
of the brown family had good response. Brown interest was 
divided, Walnut sold well for basic shoes and perfect 
brown for dressy pumps, one company stated, Another 
manufacturer reported heaviest emphasis on town brown, 
both in suede and in calf for dressy pumps, with briarwood 
calf most important for spectator types. The interest in 
taupe appeared to be spotty and slight. All vinyl in both 
clear and tortoise was reported promising. 

Pumps, both decorated and plain, set the Fall silhouette 
Although all heel heights were ordered, there appeared to 
be an increasing concentration in the thin mid-heel, the 
18/8 vange. 
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Producers of children’s lines, as in women’s, report satis- 
faction at the volume of business transacted at the regional 
shows. Back-to-school demands were reflected in volume 
sales. Black suede maintains top spot for little girls’ shoes, 
with both velvet and patent following. 





Chicago 

ALTHOUGH orders are still coming in, Fall plans and 
production schedules are well underway in the Chicago 
area. Most of the major retail outlets have placed the bulk 
of their staple commitments. Some of the style houses are 
now operating on a 90 day commitment basis or less, so 
that their orders remain unresolved. With the regular estab- 
lished houses, orders have been placed at about the same 
rate as a year ago. With a number of the smaller retailers, 
there has been some delay. Much of this is due to caution 
brought on by high inventories which are the result of 
poor retail business through April and well into May. Pro- 
longed cold and rainy weather gave retail business a seri- 
ous set-back in this area. 

Other factors are affecting the buying pattern of the 
smaller retailers, The increase in prices is beginning to be 
felt, at least by those dealing in the $8.95 to $12.95 range. 
Retailers in this group, usually the family shoe store type, 
and in neighborhoods with rather rigid buying patterns, 
believe they cannot upgrade their prices. Many have de- 
cided to try to remain within their established price levels. 
Therefore, there is considerable shopping and shifting of 
lines to do so. This is particularly true in style shoes. A 
number of houses have created new lines to fill this par- 
ticular market. The retailers dealing in price groups from 
$14.95 up do not appear to have been seriously affected 
thus far. 

A number of smaller retailers are also having to spread 
their original buys over a wider range than ever before. 
The average family shoe store now has to double its in- 
ventory in both children’s and men’s shoes in order to 
cover the style picture. This means that although retailers 
may buy the same number of pairs as previously, their style 
and size coverage is not as great. Therefore, they grow 
more dependent on the supplier for re-orders and fill-ins. 
Some, for children’s shoes at least, have resolved it by 
peaking their style shoes for the pre-Easter and late Fall 
selling periods. The bulk of their stock, for staples pur- 
chased for the back-to-school period in August, still makes 
up the major portion of their purchases. 


Los Angeles 


Loca. shoe production continues to roll along in high 
gear. Practically all manufacturers are operating at full 
capacity and their product is finding a ready sale. Al- 
though many lines have been forced to increase prices and 
most of the rest feel sure they will have to follow suit 
shortly, the rises have been moderate and consumers don’t 
seem to resent it. Particularly in ladies’ shoes, price 
seems to be only a third place factor. First comes style, 
secondly fit and comfort, and the cost runs a poor third in 
helping her make up her mind. 

The Fall shoe show, sponsored by the West Coast Shoe 
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Travelers Association, is due to open in a few days at the 
Alexandria Hotel and it seems certain,to be a tremendous 
success, as it usually is. Many retailers make practically 
all their purchases at this show and it has become a very 
large factor in direct selling campaigns. 

While no direct information is yet available, it appears 
that the new lines to be shown will have heavy emphasis 
on textured leathers, both in men’s and women’s footwear. 
Even in men’s shoes, such softly textured surfaces as llama 
hide, sharkskin, pebbled and grained finishes will be very 
important. The traditional Scotch grain seems to be dead 
but the derivatives of it appear in practically all lines. 

Color, design, and soft construction continue to feature 
the ladies’ stylings. Color and texture have even been im- 
plemented in the new shoes with more combinations than 
ever before. Vinyl and patent show no signs of being aban- 
doned. They are being presented in many new ways, par- 
ticularly the transparent material which is now showing 
up with embossed designs, inlaid patterns, and in combina- 
tion with almost any other shoe material. We haven't yet 
seen a canvas tennis shoe with a vinyl vamp, but it will 
probably be along soon. 


Milwaukee 


THoucHu some dealers have been hesitant in ordering 
shoes for Fall business, manufacturers of the Milwaukee 
area have not dimmed their hopes for a fine Fall season 
Business on the whole is good and several manufacturers 
of children’s and misses’ shoes stated that their figures up 
to mid-May are ahead of a year ago, which was a very 
good season. 

Prolonged cold and rainy weather in the Middle West 
and eastern United States has caused a spotty reorder busi- 
ness. Summer reorder business had not yet shown up in 
some factories, while one reported early reorders of light- 
weight and woven leather shoes fashioned on Continental 
lines as well as reorders of shoes in combination with mesh 
and shantung. 

Despite reports from elsewhere in the country, men’s 
work shoe manufacturers said they have noted little resis- 
tance to increased prices and that customers are still 
preferring the better quality shoe in the $7.95 to $10.95 
bracket. Spring work shoe business has been excellent, 
but will be even better as warm weather sets in for the 
farmers. With Milwaukee business, in general, very good, 
with unemployment less and employment up, with weekly 
payrolls up as much as 20 per cent over a year ago and 
with department store sales showing an increase the first 
four months of the year over the previous year, work shoe 
business is expected to gain steadily with big hopes pinned 
on the Fall. Neoprene soled shoes, shoes fitted to the job 
and lighter, softer work shoes are gaining in volume sales 
at Milwaukee area factories. 

Children’s shoe manufacturers are more enthusiastic 
about their Fall lines than they have been for some time. 
All have added new styles, new colors, new patterns. “Our 
line really sparkles for this Fall and our salesmen say 
that the dealers are really excited about the new shoes,” 
said a manufacturer. “Black in smooth and grain leathers 
is very good for boys, and our orders are heavy for char- 
coal brown in boys’ two-eyelets—moccasins and wing tips.” 
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3 HEEL HEIGHTS 
LEFTS AND RIGHTS 
AND SIZES... 


You will now be able to supply your customers with: 


1. Smooth ankle and foot hugging FIT 
2. A truly CLEAR plastic rainboot 
3. A proven rugged, safe, long-wearing TREAD 


Season after season, the largest selling 
plastic rainboot on the market! 


Season after season, the largest volume 
of increase on the market! 


This season the NEW RAIN DEARS will show 


c the greatest increase in sales volume ever! 


im: Our national consumer advertising campaign 
will also take the biggest increase ever! 


YOU CANNOT BUY A FINER PLASTIC RAINBOOT 
THAN THE NEW RAIN DEARS... 


AT ANY PRICE! 
See the following 2 pages for full details — 


about the NEW RAIN DEARS, by Lucky 





eeoeeoeee#see#e*7ese*e#ee2xee#5eee#e#eee#eeeeee ®e * 
! 
LOS ANGELES CHICAGO NEW YORK 
LUCKY SALES CO.,INC. 941 E, Third Street 1247S, Wabash 47 W, 34th Street 


(a NEW address) 
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#707 UNIVERSAL FIT 
CLEAR AND SMOKE 


Best for LOW heels 
about 
down to flat $500 


(lefts and rights) 


SMALL (size 5) 


MEDIUM (size 6) 


med.-LARGE 
(size 7) 
LARGE (size 8) 
i . a * 
EXTRA LARGE Se AS 


(size 9) 
*SUPER TREAD 


Sizes 4 and 10 also available 


PATENTED 


WITH ADJUSTABLE PLASTIC FASTENER 


meen. @ Ay: © on —e- wee Om © Pam res 
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PATENTED #808 FORM FIT 


ye rf Dr ® 
CLEAR AND SMOKE 


Best for MEDIUM height heels 
(lefts and rights) 


PR pee gatas: fos 


SMALL (size 5) 
MEDIUM (size 6) 
med.-LARGE (size 7) 
LARGE (size 8) 


EXTRA LARGE (size 9) 


Sizes 4 and 10 also available 


WITH ADJUSTABLE PLASTIC FASTENER 





#909 FASHION FIT 


Best for HIGH heels 
(lefts and rights) 


SMALL (size 5) 
MEDIUM (size 6) 


med.-LARGE 
(size 7) 


LARGE (size 8) a 

w 

-_ 

EXTRA LARGE Zz 

(size 9) “ 

< 

Sizes 4 and 10 also available a. 

WITH ADJUSTABLE PLASTIC FASTENER 
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LOS ANGELES CHICAGO NEW YORK 
e606. 941 E. Third Street 1247 S. Wabash 47 W. 34th Street 
(a NEW address) 
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What Manufacturers 
Think about Prices 


(CONTINUED FROM PAGE 50) 


most branded lines get a right price, 
but that most unbranded lines are 
priced too low due to more intense com- 
petition and other factors. Others be- 
lieve that many of the so-called popu- 
lar price lines are priced too low, but 
that most of the better or higher 
grades are priced too high. Also, the 
feeling is that most children’s lines are 
priced right, men’s are priced too low, 
and many of the women’s lines are 
priced too high—relative to over-all 
costs and values. 

Question 3: Do you think that a rea- 
sonable and justifiable price increase 
results in lower retail sales or a de- 
cline in consumer shoe buying? 

An overwhelming 90 per cent says 
no—many of them very emphatic on 
this. And this very interesting side- 
light: a good share of those who said 
“no” added that they once thought 
that increased prices did affect sales 
adversely. But they no longer believe 
so, due to the important shifts in the 
economy along with consumer attitudes 
and buying habits in the prosperous 
postwar period. Of the 10 per cent 
saying that prices did affect sales, 
many said that such effect was only 
slight. Over-all, however, it sets up a 
contradiction to “traditional” thinking 
in this industry that higher prices 
have a harmful effect on sales. The 
chief effect, said many, was simply an 
occasional shift from a higher priced 
line to a lower one. But even this was 
not frequent enough tc create any 
problems. In short, most people will 
accept a reasonable boost in prices. 


Profits 


Question 4: What do you think is the 
average shoe manufacturer's net profit 
on sales? By comparison, what do you 
think he should be getting as a fair 
percentage of net profit? 

Shoe manufacturers as a whole have 
a fairly accurate and unanimous idea 
of net profits in the shoe manufactur- 
ing industry (much more so than re- 
tailers do of shoe retailing). Some 72 
per cent of the producers realize a net 
profit of 2-3 per cent on sales, while 18 
per cent obtain 3%-4 per cent net 
profit. These are averages, and take 
into consideration that a manufacturer 
may experience a high profit year of 6 
per cent, but another of 1% per cent. 
It might be mentioned that in an aver- 
age year, some 30-35 per cent of all 
shoe manufacturers report losses, or 
show no profit. The larger and better 
established firms usually make the best 
and most consistent net profit showing. 

But what do the manufacturers 
think they should get as a fair net 
profit? More than half, 54 per cent, 
think they should realize a net profit 
of 5 per cent. Some 17 per cent say it 
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should be 6-7 per cent; another 15 per 
cent say it should be 3-4 per cent, 
while 14 per cent think it should be in 
the 8-10 per cent range. 

Question 5: Will your company raise 
prices on Fall lines? If so, by what 
per cent? 

Some 86 per cent of the approxi- 
mately 300 manufacturers on the 
Panel said that they have already 
raised prices, or expect to raise prices. 
Only 14 per cent had a definite no to 
the question. The majority of the in- 
creases will average 3-5 per cent, with 
most of the remainder in the 1-3 per 
cent range. However, this is impor- 
tant: In a great many cases the in- 
creases will apply to only some of the 
shoes or lines of the company. Whereas 
in the Fall of 1955 the increased prices 
were pretty much across the board, 
the current price raises are much more 
selective. 

Commentary 


The vital topic of shoe prices and 
pricing policies aroused much interest 
among the manufacturers. Here is a 
compilation of some of the more fre- 
quently mentioned comments: 

The “dollar pricing” policy held by 
many if not most retailers is consid- 
ered an evil by many manufacturers. 
The idea that, for example, a 25-cent 
wholesale price increase must be fol- 
lowed by a $1 rise at retail was termed 
unfair and unrealistic by many pro- 
ducers. It creates difficulties for both 
manufacturer and retailer. “Rigid dol- 





What is the Manufacturer's 
Actual Profit Situation? 


The 1955 figures show that shoe manu- 
facturers bettered their 1954 net a 
bit... up from 3.2 per cent net on 
sales to 3.5 per cent. The large pro- 
ducers did a shade better, and some 
did very well. For example: U. S. 
Shoe Corp., 6.2 per cent; Weyenberg 
Shoe Mfg. Co., 6.6 per cent. Inter- 
national and Brown were at 4 per 
cent. But Endicott Johnson was only 
2 per cent; Craddock-Terry, 2.8 per 
cent; Johnson, Stephens & Shinkle, 2.3 
per cent. In an average year, net 
profit on sales in shoe manufacturing 
amounts to a shade over 3 per cent. 





lar pricing” must go, said some. A sys- 
tem that gives the retailer little choice 
except to absorb the increase or raise 
a full $1, was termed “distorted 
pricing.” 

The chains came in for much criti- 
cism, some producers holding them 
largely responsible for pressures re- 
sulting in downward pricing and 
shrinking profits as compared with ris- 
ing costs. Unbranded lines particularly 
are caught in this dilemma, often of 
their own making. Many have inade- 

(TURN TO PAGE 91, PLEASE] 








What Retailers 
Think about Prices 


(CONTINUED FROM PAGE 51) 


Question 3: Do you think that a rea- 
sonable and justifiable price increase 
results in lower retail sales or a decline 
in consumer buying? 

Two-thirds (67 per cent) say no, 
while one-third says yes. As with the 
manufacturers, many of the retailers 
saying “no” said they used to think 
that prices affected sales adversely, but 
not now. As one retailer expressed it, 
“While today’s consumer is price-con- 
scious, he’s no longer penny-conscious.” 
Some retailers, however, feel that 
though over-all shoe sales aren’t hurt, 
there may be a shift to lower price 
brackets among some customers on a 
one-dollar rise. 

Question 4: What do you think is the 
average shoe retailer's net profit on 
sales? By contrast, what do you think 
he should be getting as a fair percent- 
age of net profit? 

Retailers’ views covered a_ wide 
range—much more so than with the 
manufacturers. For example, 20 per 
cent of the retailers say that average 
shoe retail profits are in the 1-3 pe: 
cent net range; another 20 per cent 
say profits are in the 4-5 per cent 
range; 31 per cent say profits average 
6-7 per cent, and 29 per cent say these 
profits average 8-10 per cent. In short, 
while each retailer knows his own 
profit picture accurately, he doesn’t 
have a clear or conclusive idea as to 
profits averaged by other retailers. 

However, they’re more in agreement 
on the matter of what per cent of net 
profit they should be getting. Slightly 
more than half (51 per cent) say their 
profits should be in the 7-10 per cent 
range; 29 per cent say profits should av- 
erage 4-6 per cent; while 20 per cent say 
profits should be in the 11-15 per cent 
range. Like the manufacturers, the re- 
tailers’ actual profits fall short of 
what they feel they need and want. 


Comments 


The topic of prices and profits 
evoked intense interest and response 
among the Panel retailers. Many of 
the comments fell into similar catego- 
ries. Here are some of those most fre- 
quently mentioned, with a view toward 
improving the retailers’ pricing and 
profit position: 

(1) Retailers should stick to their 
guns—price their shoes realistically 
relative to costs and necessary profits. 
There’s too much concern about what 
the competition is doing, particularly 
on prices. Shoe business is largely a 
personalized service, and this service 
has a customer-appeal value. Many 
retailers are losing sight of this. 

(2) Retailers are becoming too 
price-conscious. They forget that to- 
day’s better-off customer is more value- 
conscious and service-conscious, Use 

[TURN TO PAGE 91, PLEASE] 
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the best known 
soles and heels 
in the world 


Gro-Cord offers the only com- 
plete line of workshoe soles and 
heels to meet all types of floor 
conditions in modern industry. 
Each Gro-Cord sole has been 
specially developed to give 
greater safety . . . greater com- 
fort . . . and longer wear under 
specific working conditions. Each 
one has been thoroughly tested 
by actual on-the-job applications. 
Gro-Cord's intensive research and 
testing program—which has paid 
off in widespread worker prefer- 
ence—has made Gro-Cord soles 
and heels the best known in the 
world, 





IT PAYS TO (J 
"Sell ‘em the shoe with the Sole for the job" 





Why not put these famous soles 
and heels to work building profits 
for you? Gro-Cord’s complete 
line of soles and heels enables 
you to assure workmen of greater 
satisfaction, regardless of their 
working conditions. Write today 
for the free Gro-Cord sole se- 
lector which instantly tells you 
the best sole for any of 50 basic 
jobs. 


“UIMA, OHIO 


g % 
CBM Ree. 


Coanadion Plant 
GRO-CORD RUBBER CO. of CANADA LTO. 
Tilkonburg, Ontario 
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Bass Weejun* Zef'r. New, 
Lightweight Weejun with 
Popular Low-Cut Styling. 







: 24. Boss Weejuns*. 
Antiqued, Single 
th Soles; Leather 












lucher Oxford; Storm 
Double Leather 


No. 1271. Tan Scotch 
Grain, Imitation Tip, 
Seamless Blucher Oxford; 
Heavy Double Leather 
Soles; Leather Heels. 


BUY BASS — FOR PROFITABLE 
“BACK-TO-SCHOOL” PROMOTIONS 

















for extra profits, sell the Bass line: 
@ TRAILMASTERS @ QUAIL HUNTERS* 
@ SPORTOCASINS* @ SKI BOOTS 
°TM. REG. @ WEEJUNS* @ WELTS 


G. H. BASS & CO., Dept. BS6, Wilton, Maine 
658 Marbridge Bidg,, N. Y, C. 1, N.Y, 
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“vew TINGLEY 
YOUNGSTER’S RUBBERS 


FOR BACK-TO-SCHOOL 
PROFITS 


Seven sizes fit all children's 
shoes 6'/, to 4. Made in black, 
brown and red, retailing ot 
$1.98 and $2.39. 







Here is some rea! profit news for you. After years 
of working, planning, designing and experimenting, 
the Tingley Children's Rubbers are in production. 
When you see them, you will agree that they were 
worth waiting for and perfecting. 


These rubbers have everything! Children can put 
them on and take them off with ease, yet they won't 
pull off accidentally. When a child gets them wet 
or dirty inside, Mother can turn them inside out and 
wipe them clean and dry in seconds. They hove all 
the rugged wearing qualities of Tingley Rubbers for 
grown-ups, yet are light and stretchy. These rubbers, 
however, conform to and fit shoes because of their 
design and do not merely stretch on. They are cute 
and attractive to Mothers and they are priced right. 


These rubbers will give you extra volume and more 
profits with a style and design that will be good for 
years to come. There is never any worry about ob- 
solete stock with Tingley Rubbers. 


You always make more money with Tingley Rubbers; 
only four sizes to stock, which means smaller inven- 
tory, no carryover, and faster turnover. You can 
quickly reorder from a nearby Tingley distributor. 


| TINGLEY russer CorPorATION 
903 ROSS STREET, RAHWAY, NEW JERSEY 

Please send me the name of my nearest Tingley dis- 
tributor and a descriptive circular on the new chil- 
dren's rubbers. 

' Mail This ron tseeeeessenenneneeeesss 

SOD cece eres dobesdece sovebeserrdboreesvecees 
e COUPON Today! NG ee ha deel Ae ie Zone a ; 


SSSSSSSSSSSSSSSSSSSSSeeeeeeneaanaaaaaaa* 
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y The Belt 
Cubl-timore4 
Any You con Sout 
10984 Steps by 
Sioying ot the 
= Sheraton MeAlpin 
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Sueraton-\{CA pin 


Hore: 
Tithe Heart of the Denn one 


Reservations: PE 6-5700 + Teletype: NY 1-2715 
Broadway at 34th Street 
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SHOE/) 


RECORDER REVIEW OF CURRENT HAPPENINGS IN THE SHOE TRADE 


Dallas Show Records Best Sales in History 





Only Disappointment Is Decline in the Sale of Cowboy 
Boots, a Situation Expected for About a Year 


DALLAS — More than 1,900 whole- 
salers and retailers attended the an- 
nual Spring Southwest Shoe Travelers 
Association Show held this year, for the 
first time, at four Dallas hotels. 

General consensus was that while 
traffic was perhaps a little bit off, sales 
were the best in the history of the show. 

Prime reason for good business was 
attributed to the heavy rains which 
have given Texas an optimistic business 
picture. Rain is one of the best business 
barometers in the Southwest. 

Approximately 400 exhibitors were 
almost unanimous that the show was 
highly successful. The majority of the 
buying was spot and fill-in with the 
buyers taking the attitude that Fall 
orders will be placed with salesmen 
later. 

In the women’s lines black continued 
to be the predominant color with brown 
picking up rapidly as has been the 
trend for the past two years. Leading 
the blacks were gold trims with rhine- 
stone heel inlays. Gold and black suede 
also ranked high. Smooth gunmetal 
flats were big sellers. Low-heeled 
pumps with French heels proved popu- 
lar both in black suede and leather. 
Gray and black were the popular colors 
in loafers. 

In the high style lines opened-toed 
high heels got a big play while pumps 
continued to hold their popularity. 

Patent leather got a big play for July 
and August sale. 

The trend toward the use of the 
house shoe for both indoor and outdoor 
wear continued to increase and whole- 
salers are now viewing this trend as 
an all-year proposition in the South- 
west. White barebacks predominated 
although there was also a brisk busi- 
ness in high colors. One wholesaler 
reported a sellout on barebacks and an 
accumulation of back orders. 

Opinion was that the women of the 
Southwest had definitely set the style 
of wearing what formerly were defi- 
nitely houseshoes as street and in- 
formal party shoes and the idea was 
here to stay. 

Wholesalers in the Southwest now 
term the houseshoe a “two-way” shoe. 

Men’s shoes showed a definite trend 
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toward the high-riding loafer type and 
the concealed gore, tassel type Italian 
style shoe. Algonquins also continued 
to be popular. Textured suede finished 
leather was in good demand. 

Black continued as the predominant 
color for men but there French Bread 
and Walnut Brown also sold well. 

Style trend in the conservative type 
shoe was toward a modified low quarter 
with three or four eyelets built a little 
higher than the styles last season. 

The only real disappointment at the 
show was in the sale of cowboy-type 
boots. Two reasons were attributed for 
this drop off which has been in the 
offing for about a year. In the first 
place the continued drought in Texas 
has actually cut down the amount of 
business cattlemen are doing and natu- 
rally the income has been slackened. In 
many’ instances cattlemen have moved 
to areas where there is more water. 

Reason No. 2 for the slump in the 
cowboy boot trade is the fact that such 
boots were a novelty item for a number 
of years with many people totally un- 
connected with the cattle business 
wearing boots. This trend has changed. 

Children’s shoes continued to sell 
well in the higher priced brackets with 
the range from $5 to $6.95 doing the 
best business. The style trend was defi- 
nitely toward the skimmer type of little 
girls’ shoes patterned after the style 
the mothers are wearing. Swivel straps, 
in which the strap can be either used 
as such or hooked back of the heel to 
make a pump were a top item. 

Paul Schroeder, veteran manager of 
the Association, said the addition of 20 
display rooms in the new Statler-Hilton 
Hotel aided materially toward provid- 
ing better locations than heretofore, 
and at the Fall show, more space in the 
new hotel will be utilized. Exhibit 
space is allocated on a point system 
wherein points are given for the num- 
ber of years an exhibitor has shown 
and according to the number of samples 
he shows up to a maximum. Headquar- 
ters for the show remained at the 
Adolphus Hotel. Southwest Shoe Trav- 
elers Association has permanent quar- 
ters at the Southland Hotel while the 
Baker Hotel was also utilized. 





Orders 85 Per Cent Black 
At Denver Shoe Show 


DENVER—The Denver Shoe Show for 
Fall at the Albany Hotel in Denver, 
produced better sales results than had 
been anticipated, according to J. C. 
McGrane, executive secretary of the 
Mountain States Shoe Travelers Asso- 
ciation. 

Volume was slightly greater than for 
the Autumn event of 1955, according to 
Mr. McGrane, even though a smaller 
number of buyers turned out. Larger 
orders, plus the rapid expansion in 
population throughout the area was 
given as the reason. 

Style trims for the Autumn market 
were marked, with black, as expected, 
leading the way. The trend was toward 
lighter weights, according to most ex- 
hibitors, with such fashion touches as 
plastic heels, both clear and in color, 
many tie effects, marked. 

More than 85 per cent of the sales 
being written were in black, a dozen 
leading women’s shoe manufacturers 
representatives indicated. The demand 
for suede was particularly heavy, it 
was emphasized with probably the out- 
standing novelty call for Calypso colors, 
including electric blue, light blue, grass 
green, cardinal red, and gold, mostly 
combined with black. The Calypso 
colors and styles were perhaps the most 
notable “fad” buying, it was indicated. 

In men’s shoes, the trend toward Con- 
tinental styling is snowballing. At the 
same time, buyers showed a strong 
preference for lighter colors and more 
lightweight footwear than in any past 
year. There is still a substantial 
demand for heavyweights and brogue 
styles for the collegiate and high school 
age groups, but where adult men’s 
styles are concerned, the emphasis is on 
light colors and lightweight construc- 
tion. One of the few exceptions was the 
desert boot, which has continued to 
gain in popularity in both leather and 
crepe sole models. A pronounced leader 
in the Denver market was a “thermal” 
model, insulated against heat, which 
was bought in large numbers. In darker 
colors, teak brown has topped all other 
favorites, except, of course, traditional 
black and cordovan. Where casuals 
are concerned, it is obvious that the 
Colorado capital is following the “Cal- 
ifornia trend” in adopting casual] foot- 
wear for business and everyday wear 
rather than week ends and during 
periods of relaxation. Five men’s shoe 

[TURN TO PAGE 84, PLEASE] 
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Bata Shop Hits London Between the Eyes 





The dominant note in Bata's new retai! shop in London's fashionable West End 
shopping section just opened recently is the spacious selling area, enhanced 
by an uncluttered geometric fullness and fine lighting. 


LONDON—A new British Bata retail 
shoe shop, just opened on London’s 
busiest thoroughfare, Oxford Street, is 
expected to help create a radical de- 
parture in architecture for the inter- 
nationally famous shops lining this 
street. 

On a site devastated by the Luft- 
waffe, Bronek Katz, an architect with 
an international reputation, has de- 
signed a sharply modern store of glass, 
color and layout embodying the most 
advanced American merchandising con- 
ceptions. 

The store was a mass of inquisitive 
shoppers and curious retailers an hour 
after it opened its doors for the first 
time. The editor of one of London’s 
mass-circulation dailies, present at the 
opening, said, “My reporter said it was 
so good | just had to see for myself.” 

To meet the unprecedented demand 
of early shoppers and to get around 
the London daytime parking restric- 
tions against supply trucks, motor- 
cycles arrived one after the other un- 
loading the fresh stock from the Bata 
warehouse. 

Second day sales were even higher. 
Thomas Bata, head of the world-wide 
Bata organization, remarked, “This 
store was planned to make a landmark 
in our business in Britain, our first 
entry into London’s competitive and 
fashionable West End shopping zone. 
We had to have something different 
and we had to give a lead. We can 
confidently say, after only two days, 
that we have more than achieved our 
aim.” 

Mr. Bata said his organization had 
scoured the Continent, particularly 
France and Italy, and had utilized its 
own designers in its British factories, 
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to provide sensationally new fashions 
in British shoes within the normal 
price range. 

The Continental collection includes 
dainty, serviceable French shoes for 
everyday use, in pastel yellows and 
pinks; Italian shoes in a new, soft 
leather embossed with gay-colored pat- 
terns, and the latest in Italian and 
French fashions for the beach in raffia 
or linen. 

The store features departments for 
men, women and children within easy 
reach of the spacious colorful entrance, 
planned for quick service in a 7,000 
square foot area. 

Its cosmopolitan windows open into 
a wide, covered forecourt off the street 
and include a special display window 
rising in sheer plate glass from floor 
level. One of the largest display win- 
dows in Europe, it houses moving 
mannequins from Italy. 

The store provides a fully-equipped 
chiropody department with a qualified 
staff. Service is for a nominal charge. 

It also furnishes a 24-hour shoe re- 
pair service. For those whose shoes 
need emergency attention, repairs can 
be done while the customer waits. 

Quick-selling bars situated on either 
side of the entrance featuring hosiery 
and accessories are another departure. 

Concealed stock space for every de- 
partment has a capacity for approxi- 
mately 15,000 pairs of shoes. Pre- 
selectors, placed at all vantage points, 
show the entire range of stock so that 
customers, if they are so inclined, can 
make undisturbed selections by exami- 
nation. 

The specially-decorated children’s de- 
partment is equipped to make fitting 
children easy and diverting. 








Dates to Remember 


Shoe Show, Michigan Shoe Travelers 
Club, Hotel Statler, Detroit . June 2-5 

Shoe Show, Carolina Shoe Travelers, 

Mecklenburg Hotel, Charlotte, N. C. 
June 3, 4 

Michigan Annual Shoe Fair, Michigan 

Shoe Travelers Club and Michigan 

Shoe Retailers, Statler and Sheraton- 


Cadillac Hotels, Detroit June 3-6 
Cleveland Caravan, Hotel Rollenden 
June 12-14 


Annual Spring Golf Tournament and 


Picnic, Central Pennsylvania Shoe 
and Leather Association, Carlisle 
Country Club, Carlisle, Pa. June 14 


Shoe Show, Michigan Shoe Travelers 
Club, Statler Hotel, Detroit July 15-17 
Cincinnati Caravan, Sheraton Gibson 
Hotel .. “¥ June 17, 18 
Shoe Show, Tri-State Travelers, Hotel 
Statler, Buffalo, N. Y. June 17, 18 
Shoe Show, Carolina Shoe Travelers, 
Cherry Hotel, Wilson, N. C... June 24, 25 
Shoe Show, Baltimore Shoe Club and 
Associated Shoe Travelers, Lord Balti- 
more Hotel, Baltimore July 22-25 
Annual Outing and Golf Tournament, 
The Boot and Shoe Travelers’ Associa- 
tion of New York, Tamarack Golf 
Club, Port Chester, N. Y. July 26 
Shoe Show, Baltimore Shoe Club and 
Associated Shoe Travelers, Lord Balti- 
more Hotel, Baltimore July 22-25 
Allied Shoe Products and Style Exhibit, 
Hotel Belmont Plaza, New York City 
Aug. 19-22 
Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, Chicago 


Aug. 19-22 
Leather Show, Tanners’ Council of 
America, Waldorf-Astoria Hotel, 
New York City Aug. 21, 22 


Shoe Show, Michigan Shoe Travelers 
Club, Statler Hotel, Detroit Sept. 9-11 
Annual Meeting, Tanners’ Council of 


America, Edgewater Beach Hotel, 
Chicago Oct. 25, 26 
National Shoe Fair, National Shoe 


Manufacturers Association and Na- 
tional Shoe Retailers Association 
Palmer House, Conrad Hilton, Morri- 
son and Congress Hotels, Chicago 
Oct. 28-Nov. | 
Denver Shoe Show, Mountain States 
Shoe Travelers Association, Albany 
Hotel, Denver, Colo. Nov. 4-6 
Spring Shoe Show, Southwestern Shoe 
Travelers Association, Adolphus, Baker, 
Statler, Hilton and Southland Hotels, 
Dallas, Tex. Nov. 11-14 
Spring Shoe Show, Pennsylvania Shoe 
Travelers Association, William Penn 
Hotel, Pittsburgh Nov. 17-20 
Popular Price Shoe Show of America, 
Hotels New Yorker and Sheraton- 
McAlpin, New York City Nov. 25-29 
Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, Chicago 
Dec. 2-5 





Second Baker’s in Cincinnati 


CINCINNATI—Baker’s, retailer of wo- 
men’s shoes, will open a second Cincin- 
nati store in Swifton Center, a multi- 
million dollar regional shopping center 
scheduled to open September 24, 1956. 
The other Baker’s at 40 West Fifth 
Street has been in Cincinnati for 20 
years. 
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New Washington, D.C., Store Holds Preview 





Seen at the press preview in the shoe department of Raleigh Haberdasher are, 


left to right, Charlies Wall, 


Jr., E. T. Wright & Company; Paul Furman, Hood 


Rubber Company; Rex Stephenson, Freeman Shoe Company; M. J. Winters, buyer 
of men's shoes for the store, and Carl Boger, Nunn Bush Shoe Company. 


WASHINGTON — Raleigh Haberdasher 
was host to several hundred local and 
out-of-town guests at a press and trade 
cocktail party given at the new Chevy 
Chase suburban store. The purpose of 
the party was a prevue showing of this 
new 20,000 square foot unit located at 


the Chevy Chase Shopping Center 
building and occupying two levels. The 
store was designed by Amos Parrish 
of New York and the fixtures were 
built by Jaff Brothers, Inc. of Long 
Island City. 

The Chevy Chase Shopping Center is 


owned by the Chevy Chase Land Com- 
pany and was designed for them by 
architect Marion Leroy Bagley. 

This new store is located at 45 Wis- 
consin Circle on Wisconsin Avenue 
near Western Avenue and will be an 
important shopping crossroad for the 
Maryland and Washington Northwest 
community. It is the first suburban 
unit in Raleigh Haberdasher’s 45-year 
history and is the result of two-and-a- 
half years of planning on the part of 
the store’s president, Sidney Lans- 
burgh, Jr. 

Raleigh Chevy Chase will be under 
the managerial supervision of Louis 
Straus who recently joined the organ- 
ization after several years with the 
R. H. Macy Company in Kansas City. 


Show Date Set for PPSSA 


New YorkK—Official dates for the 
next two Popular Price Shoe Shows of 
America have been confirmed by the 
PPSSA Joint Industry Committee, it 
was disclosed by Edward Atkins and 
Maxwell Field, co-managers. 

The next PPSSA will be held Novem- 
ber 25-29, 1956, and next Spring’s event 
will be held May 5-9, 1957. 

The shows will, as in the past, be 
conducted at Hotels New Yorker and 
Sheraton-McAlpin, under the joint 
sponsorship of the National Association 
of Shoe Chain Stores and the New 
England Shoe and Leather Association. 








«HOLD 
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The only really different shoe for men 
in over 100 years of shoemaking. 
light... soft... flexible... 
one-piece sole hand-sewn to upper. 


Created by those astounding Italian artists. 


Made in Italy on American lasts 
to American sizes. 


Model 409 


New ... but already featured in 
exclusive shops from coast to coast. 


To appreciate GUANTO 
you must see it... feel it... 


WRITE OR CALL TODAY. 


BE FIRST TO FEATURE GUANTO IN YOUR AREA. 






















THE COMPLETELY DIFFERENT MEN’S SHOE 


..-.as Italian as Chianti 


Model 419 







Model 407 





Dept. B, 234 Post Ave., Westbury, lL. |., N.Y. * EDgewood 3-0513 





Modernize Selling Practice 


Ha.irax, Nova Scoria—Independent 
shoe retailers must borrow a leaf from 
their competitors before they can pro- 
vide tougher competition for shoe 
chains and factory-owned stores, said 
William A. Rossi, field editor of Boot 
AND SHOE RECORDER, in an address be- 
fore Canadian shoe men at the Mari- 
time Shoe Fair banquet here. 

He cited two examples of increased 
competition by the chains: 1) their in- 
roads into outlying communities, once 
a preserve for independent stores, and 
2) their expanding price ranges, calcu- 
lated to draw business formerly be- 
longing to independents. 

The speaker said added competitiun 
was provided by the factory-owned 
shoe stores. He said some manufactur- 
ers, instead of relying entirely on the 
selling structure of the independent 
stores, have opened their own stores to 
try to do a better retailing job. 

Shoe chains have grown principally 
because of the following assets, the 
speaker said: Lower prices, large vol- 
ume by way of frequent turnover, 
faster clearances, increased frequency 
of buying, the purchase of special 
items, promotions, swift adaptation to 
new styles, fluid inventories, smart 
merchandising, effective sales training 
and attractive stores and displays. 

By adopting some of the chains’ 
techniques and by making the most of 
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Editor Tells Independents 


their own distinctive assets, Mr. Rossi 
thought the independents can develop 
a potent business formula. 

Among the assets he listed was cus- 
tomer loyalty, more personalized ser- 
vice, customer confidence, more exact- 
fitting, 


ing close salesman-customer 





WILLIAM A. ROSSI 


relations and conscientious salespeople. 

“But these alone aren’t enough,” Mr. 
Rossi continued. “The independents 
must also adopt such chain methods as 
faster clearances, more frequent turn- 
over, cleaner and more fluid invento- 
ries, more aggressive merchandising, 








smarter-looking stores, more appealing 
displays, greater use of promotional 
items, and greater alertness to new 
fashions and customer wants. Modern 
retailing, like modern military strat- 
egy, makes the most of mobility.” 

He said independents could strengthen 
their position by certain cooperative 
efforts such as teaming together to put 
on special mass promotions. 

If the independent could rid himself 
of the outmoded conception that price 
and long wear are the cornerstones of 
his selling pitch, a healthier sales pic 
ture would accrue. Rather than a basic 
economy, the speaker said a “desire 
economy” was affecting consumers. 

He outlined “desire values” as per- 
sonalized service, reliability and repu- 
tation, comfort, careful fitting, up-to- 
the-minute fashions, special-purpose 
footwear, quality and all-round per- 
formance values. 

As a guide to greater “productivity,” 
the speaker asked his audience to try 
to determine what it costs precisely to 
sell a pair of shoes, 

“What is the average per-pair sales 
cost for your store?” he asked. “If 
your store traffic amounts to x number 
of persons a week, what’s the percent- 
age of your actual sales—both in units 
and dollars—to this traffic? Again, 
what’s your preentage of extra-pair 
sales per store customer? There’s a 
big difference between a store’s cus- 
tomers and sold customers.” 
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‘Extra’ Pair Shopping 
Evident at Chicago Show 


CHICAGO — Good attendance and ex- 
tensive shopping marked the May shoe 
show of the Shoe Travelers of Chi- 
cago. 

Opening day was the most active 
with a breakfast and a buffet dinner 
and cocktail party as special events. In 
addition to excellent representation 
from the Chicago area, there was good 
attendance from distant spots in Illi 
nois and from the smaller towns and 
cities in Indiana and Wisconsin. 

From the standpoint of attendance, 
many exhibitors considered this one of 
the best shows in several years. How- 
ever, it was not a buying show. This 
was particularly true for the retailers 


from the immediate Chicago area. Cold | 


and rainy weather through most of 
April has affected sales sharply and 
inventories are high. There have been 
a number of Saturdays with all-day 
rains. Most retailers were in a cau- 
tious frame of mind. Although they 
realize they must buy Fall shoes in 
normal quantities, they are waiting for 
some activity in their stores. 

There was evidence that there will 
be some shifting of lines, due to price 
increases. This is most evident in 
stores in the $8.95 to $12.95 bracket, 
but does not seem to have affected 
those in higher price groups, thus far. 
Retailers in the lower price brackets 





are attempting to stay within their | 
established prices and thus were seek- | 


ing shoes to fulfill the specific need. It 
was in this group that exhibitors 


opened a number of new accounts at | 


the show. The need seems to be for | 
fashion shoes and those that could meet | 


the style demand and price range did 
business, 

Fashion shoes generally were the 
most active at the show. Established 
retailers not particularly affected by 
the current weather conditions have 


already purchased their staples and | 


are now looking for “extra” pairs. 

In practically all lines, the pump in 
dressy versions remains the leader. 
Black is naturally the first color, fol 
lowed by the brown to beige family. 
Corkettes and soft leathers in 18/8 
heels and down have had a lot of inter- 
est. For the “extra” shoes, most ac- 
tivity has been in the vinylites and in 
the Springolators. The latter have 
shown a spurt because they are now 
also available in medium heels. 
Opened-up shoes appear to be carrying 


over and there has been an upturn in | 
Gray, red, dark green and | 


slings. 
taupe are also all in the picture color 
wise. 

The need to make commitments for 
the back-to-school selling period in Au- 
gust, brought activity to children’s and 
teenage lines. It also helped some of 
the houses which feature loafers, moe 


casins, saddles and other styles popu- | 


lar with the college trade. There defi- 
nitely appears to be a swing to lighter 
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construction in welt shoes and to the 
nore graceful “bubble” type saddle. In 
regular children’s shoes, a heavier de- 
mand for black than in some seasons 
was noted. 

In men’s lines, the trend to favor the 
Italian look continued and showed that 
it is much stronger than six months 
ago, even among retailers which nor- 
mally are conservative in their Fall 
buying. Black shoes for Fall appear to 
be slipping, with strength showing in 
the cherry tones and llama calf. In low 
quarters preference was for three and 
four eyelets, although laceless shoes 
are much in the picture. Mudguard 
types were active and the new hidden 
gore treatment was well accepted. 


Black Backgrounds Prevail 
At Mid-Continent Show 


OKLAHOMA CITy, OKLA.—Buying wa; 
optimistic at the Fall Shoe Show of 
the Mid-Continent Shoe Travelers 
Association in the Biltmore Hotel here. 

The exhibitors occupied the second 
to the sixth floors of the Hotel and had 
more buyers than last show. 

In women’s styles the Gavenchy 
Italian-cut mode is extremely popular 
with buyers. Black backgrounds seemed 
to prevail in color with the four shades 
of brown also receiving many calls 
(taupe, neutral, walnut and French 
Bread). In men’s wear, styling tends 
to slightly lighter weight shoes. 
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... PROFIT 3 WAYS 


1. INCREASED STORE TRAFFIC! 
Comfort's the MAGIC SALES 
WORD with Scott's Foot Powder, 
Lotion and Soap. On hot summer 
days people flock to stores that 
offer blessed relief for hot, tired, 
aching feet increasing store traffic 
and boosting sales! 


2. INCREASED REPEAT SALES! 
Once people use SCOTT Products 


they always come back for more. 
Result: Greater repeat sales, big- 
ger PROFITS for you. 


3. INCREASES ALL SALES! 
Attractive, eye-catching displays 
stop traffic and start all sales 
climbing for your department or 
store. 


Write for a FREE Full-Line 
SCOTT CATALOG! 





SCOTT FOOT LOTION 


Prevents excessive foot perspiration. Alleviates 
foot odors on contact with active chiorophyl! 
Attractively packaged in fast, selling plastic 
squeeze bottle. Retails at 5%¢. 


Stock No. 341 $3.59 Doz. $45.00 Gro. 
SCOTT FOOT POWDER 


Cuts excessive foot perspiration and stops odors 
accompanying bromidrosis. Fungastatic action 
inhibits athletes foot. Attractive shaker type 
plastic package retails for 4%¢ 


Stock No. 353 $3.25 Doz. $37.05 Gro. 
SCOTT FOOT SOAP 


A soothing medicated soap with chiorophy!! 
that relieves tired, perspiring aching feet. 3'/ 
oz bar. Individually wrapped. A FAST SELLER 


Stock No. 352 $1.95 Doz. $22.25 Gro. 


SCcOoTT 


FOOT APPLIANCE CO. 


1701) WEBSTER ST. © OMAHA, NEBR 
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cowsoY BOOTS 


True Western styling . _ 
edly-built stitchdowns. ee 
sre inted toes, W! 
variety of patterns and 
fyll size range, to retal 


3.95! 
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| as low 
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New! pst Boots 


Built to meet a fast- 


$5.95! 


Black, with side 
gusset, instep 
strop. 
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Black and Brown Lead 


SEATTLE—A “black and brown Fal!” 
came into sharp focus at the Pacific 
Northwest Shoe Travelers Association 
Fall Shoe Fair at the Olympie and 
New Washington Hotels here. 

Early reports indicated it was a buy- 
ing show with registration climbing 
toward last year’s 400 mark early the 
second day. Number of exhibitors 
climbed from 139 a year ago to 158 
this year. 

Most orders were placed for July 
and August deliveries. Exhibitors re- 
ported a trend toward earlier orders 
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Unbeatable 
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growing 2 
please _ 


led to 

demand, sty : 
every youngster, wees . t 
at abovul | 

retail profitably t 


sizes 82-3, 312-6. 
STYLE NO. 71 
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Young America 
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IN-STOCK 











Write for Price List 
or solesmon's call 





Solesmen: A few 
choice territories 
still available. 
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marnieoro, MA 


at Seattle Shoe Show 


and predicted an early start to the 
Fall season in the Washington-Idaho- 
Oregon-Montana area. 

Black was well ahead, with brown a 
strong second, in orders placed for 
women’s footwear. Influenced by the 
Northwest’s mild, rainy Autumns, the 
emphasis was on leathers, with calf- 
skins in all treatments moving best 
and suedes not far behind. 

The new direction in heels will be 
toward slimmer, graceful styles, with 
mid-heights getting wide acceptance. 
Closed styles were heavily favored. 








New comfort—easy, soft pliable leath- 
ers and a more tapered look—will be 
featured in pumps. 

After black, leading shades for wo- 
men’s footwear this Fall will include 
briarwood, a bright tan, and darker 
tones like perfect brown, town brown, 
walnut and mocha. Toque is coming 
into the high fashion picture. 

The big news in men’s shoes is the 
popularity of black. Some exhibitors 
looked on this with misgivings, pre- 
dicting it might cut into pairage. 

Men’s shoes exhibited featured 
softer, “meatier” leathers, many with 
the textured lock of grains. Styles with 
long, slender lines were moving well— 
long V’s, long wings—as were slip-ons 
reflecting the Italian influence. Black 
cordovan will be in the Fall fashion 
picture. 

Exhibitors reported men’s shoe 
stocks are somewhat heavier than 
usual. They attributed this to the 
area’s unusually long, cold Winter. 

Children’s shoes almost universally 
reflected .the continued trend toward 
more styles and more style. Among 
the dress shoes, pumps were strong. 
Patents included black and pastel, gun- 
metal and bronze. In general, girls’ 
footwear featured more use of vivid 
Fall colors than did women’s. Reds, 
blues, gold were strong. 

Bows will be prominent in the “little 
dress” picture, as will clip-on orna- 
ments. 

In school shoes, saddles maintain 
their traditional regiona] strength. 
These include a smoked elk and brown 
saddle, peculiar to the Portland-Seattle 
area, and a bright new plaid saddle. A 
little girl’s schoo] shoe will feature a 
scalloped, scuff-proof tip that is styl- 
ish while answering mother’s plea for 
good looking wearability. 

Boys’ shoes followed the trend toward 
black in men's styles, although not as 
strongly. A U-tipped, two-eyelet ox- 
ford was a highlight shoe for boys. 

In general, higher prices were ac- 
cepted by buyers, if not cheerfully, at 
least as an inevitable development. 


N. Y. Podiatrists Want Exam 
For All School Children 


BINGHAMTON, N. Y.—The New York 
State Podiatry Society plans to ask the 
State Legislature to make foot exami- 
nations a part of the health program 
for all school children, according to Dr. 
Benjamin C. Mullens. 

Dr. Mullens, a Binghamton Podia- 
trist, is director of school clinics for the 
Podiatry Society. Examination of more 
than 35,000 school children to date 
shows an alarming number of cases of 
foot disability, said Dr. Mullens. He 
estimated that 40 per cent of school 
children have some sort of a foot 
problem. 

Dr. Mullens spoke on this subject at 
a two-day meeting of podiatrists in 
Buffalo. 
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NO. 1 BEST SELLER 


FOR STYLE and DRESS 
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Every pair of ROYAL CADETs is Goodyear Welt! 
Every pair crafted as carefully as shoes selling 
me for dollars more! Every pair made of top-quality 


leathers with leather quarter linings, 
grain-leather innersoles, finest composition 
outersoles, Pacifate-protected cloth linings. 
And priced to retail from $5.95 to $7.95. 






2-EYELET MOC-TOE 
#1977 


Black 
#1972 . Red Brown 
#1988 Black Grain 


Sizes 12 to 2; 2% to 6; 6 to 11 
















Royal Cadet Division 


RECORDER Fashion Editor 
In Europe on Assignments 


Eleanor Maud Rutty, RECORDER fash- 
ion editor, is at present in Europe on a 
fashion assignment that will take her 
to Italy, Austria, France and England. 
She flew to England May 16 and will re- 
turn to this country June 30. 

While in Europe, Miss Rutty will re- 
port to RECORDER readers on fashion 
trends and will gather material on the 
European shoe industry. Her special re- 
ports on the European style picture will 
begin appearing in the August 1 issue. 
She will also gather material for fu- 
ture articles on shoe styling. 

Miss Rutty flew first to London and 
from there to Rome, where she conferred 
with style authorities. She will visit 
Florence and Milan and will stay several 
days in Innsbruck, After gathering ma- 
terial in Paris, she will return to London 
for a study of shoe styles there. 

Miss Rutty, who has been RECORDER 
fashion editor for a number of years, is 
an authority on shoe styling. She has 
made repeated visits to the shoe and 
fashion centers of Europe, where she 
has many friends and acquaintances. 





Boston Show Attendance Up 
But Buying Is Not Too Heavy 


BostoN—Although attendance at the 
May shoe show sponsored by the Bos- 


ton Shoe Travelers Association was 
reported to have been 10 per cent 
higher than at the association’s No- 


vember showing, buying was not as 
heavy as it would have been had retail 
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OVER 90 STYLES IN-STOCK FOR IMMEDIATE 


CHRIS LAGANAS SHOE COMPANY 


inventories been reduced by a week or 
10 days of warm, sunny weather pre- 
ceding the opening of this event. 

However, fill-in orders were placed 
on some types of late Spring shoes, 
whites were bought for delivery not 
later than June 1, and orders were 
booked for some Fall staples. These 
were mostly closed pump types, with 
or without throat ornaments, in black 
and brown, 

Many of the more than 150 firms 
which exhibited at the Parker House 
showed both Spring and Fall styles. A 
few showed Fall lines only and were 
interested primarily in getting cus- 
tomer reaction to newer styles and col- 
ors. Retailers generally seemed recon- 
ciled to the higher prices asked for 
Fall shoes, particularly in men’s lines 
and in staple styles for women and 
children. A few, however, were frankly 
shopping to see whether better deals 
could be made with new resources. 

The trend toward softness, lightness 
and flexibility in women’s shoes and, to 
a lesser extent in men’s, was every- 
where evident. 

The Boston Shoe Travelers Associa- 
tion, this year celebrating its fifty-fifth 
anniversary, played host to visiting 
buyers at Blinstrub’s Village in South 
Boston. A special section of this night 
club was reserved for the travelers and 
their guests. Entertainment followed 
the dinner. 

Association committees for 1956 are: 

General Committee: Leon FE. Kelley, 





in B, C, and D widths, 
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LOWELL, MASSACHUSETTS 


Jr., president; Sydney L. Curry, assis- 
tant to the president; Al Prudhomme, 
vice-president. 

Executive Committee: Howard Har- 
rison, John R. Thompson, Irwin Finke, 
Chris Andersen, Ed Satter, Jr., 
E. Kelley, Sr., chairman; A. 
Richards, secretary-treasurer. 

Show Committee: Chairman, Al 
Prudhomme; co-chairman, Ed Satter, 
Jr. 

ntertainment and Travelers Anni- 
versary Committee: Al Hogan, chair- 
man; Howard Harrison, co-chairman. 

Transportation Committee: Chair 
man, Irwin Finke. 

Publicity Committee: Leon E. Kelley, 
Jr., chairman; Fred J, Moynihan, co- 
chairman. 

Membership Committee: 
ford and Jack Murphy. 


Leon 
Philip 


Tom Dun 


Burt’s Chain to Get New Name 


CHICAGO — Edison Brothers Stores, 
Inc., will open both a Baker’s and a 
Chandler’s Shoe Store in Old Orchard 
Shopping Center in suburban Skokie, 
it has been announced. Tentative open- 
ing dates are September 1 for Baker’s 
and November 1, for Chandler’s. 

The name of the seven Edison stores 
now known as Burt’s in the Chicago 
area will be changed next Fall to 
Baker’s. The firm also now operates 
six Chandler’s shoe stores in this area. 
The Skokie stores will bring the total 
number operated by the firm to 300. 
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Your Future Is What You Make It 


When You Sell 


Your Own Branded Name . . . 


And 


on 


14316 


BLACK 


1435 
BROWN 
8%-12 B-C-D-E 
1244-3 B-C-DE 
34-4 B-C-D-E 





Orders 85 Per Cent Black 
At Denver Shoe Show 


[CONTINUED FROM PAGE 77] 
representatives reported record sales 
of casuals for the Autumn market. 

There was a slight set back in demand 
for ties on men’s oxfords and there was 
a less pronounced turnover of novelty 
casuals. “Most of the casuals called 
for were traditional,” it was indicated, 
“such as moccasin styling, Norwegians, 
loafers, etc.” 

There were approximately 300 on 
hand for the evening banquet which 
closed the Autumn market event. 
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Juvenile Shoes 










| 
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Dave the millions of dollars that are spent an- 
nually in advertising them, it is well to remember that | 
juvenile shoe sales are made or lost at the fitting stool | 
with you, or a qualified shoe fitter meeting the cus- 
tomer face to face. In few retail transactions is the rela- 
rT between the buyer and seller 
such 
Still fewer carry the same responsi- 
bility for fit and satisfaction. 
you sell your own branded line, you 


| 
a close and personal basis. | 
hen | 


fix the quality, you set the | 
price, and every sale you | 
make building more accept- | 
ance for a brand name that is 
your property exclusively. 
For an assured future in 
juvenile shoe selling, in- 
vestigate Ephrata today. 


To Retail | 
$6.95 
$7.50 
$7.50 





Shoe Company 


Ephrata, Pennsylvania 


Set Boston Tournament Date 


Boston—Tuesday, June 12, has been 
selected as the date of the annual golf 
tournament sponsored by the Boston 
Boot and Shoe Club. As was the case 
last year, the affair will be held at the 
Wollaston Golf Club where a buffet 
meal will be served from noon until 
late in the evening. There will be a 
large number of prizes and arrange- 
ments have been made by tournament 
chairman Francis Shea whereby pro- 
spective foursomes can secure a defi- 
nite starting time by telephoning Lib- 
erty 2-0398, 





Nearly All Lines Do Well 
At Southeastern Shoe Show 


ATLANTA—Buying in nearly all lines 
was described as brisk at a well-at- 
tended shoe show sponsored by the 
Southeastern Shoe Travelers here. 

About 1,540 exhibitors and 1,500 re- 
tail dealers from throughout the South- 
east registered for the show, staged in 
the Dinkler-Plaza, the Peachtree, the 
Henry Grady and the Piedmant Hotels. 

There was a notable increase in the 
interest shown men’s shoes and there 
was a tendency to return to more con- 
servative lines for men. Best sellers 
among women’s shoes were varied, with 
black suede out in front. 

Many exhibitors concurred with the 
view that the show is coming into its 
own as a source of men’s shoes. Cordo 
and cordovan sold very well. A greater 
interest was shown in shoes of a little 
heavier weight than last year, although 
slim, trim lines still held good. Soft 
American grains are popular. A new 
lightening in color was also noted and 
a trend away from the customary low- 
quarter shoe to the three- and four- 
eyelet ties. 

The closed version of the pump sold 
very well. Black suede was out in front. 
Also popular among southern buyers 
were beiges and browns and the shell 
type with the low-medium heels. The 
14/8 French heel also did better. 

Black patent moved best for girls 
and black in the soft grains did good 
business in the boys’ lines. The pattern 
adjustable strap which converts into 
a pump did exceedingly good business. 

Kay Sleater, of the Mutual Sales 
Shoe Company, who acted as commen- 
tator at the breakfast fashion show, 
pointed to the increasing importance 
of the Springolator shoes and generally 
endorsed the slim line with tapered toe. 





Manning Publicity Firm 
To Promote 1956 Shoe Fair 


Cuicaco—The Manning Public Re- 
lations firm of New York City has 
been retained to handle the public rela- 
tions and promotion of the 1956 Shoe 
Fair, according to an announcement by 
A. J. Brauer, Jr., Brauer Bros. Shoe 
Company, St. Louis, chairman of the 
National Shoe Fair Committee. 

The Manning firm is nationally 
known for its accomplishments and suc- 
cesses with similar events, such as the 
Toy Fair. 

The National Shoe Fair is the shoe 
industry’s largest and most comprehen- 
sive event and one of the two largest 
trade shows in the country. The 1956 
Fair will include many special features 
and services for the benefit of retailers 
attending the Fair. In addition to the 
exhibits of shoes by American manu- 
facturers, exhibits by manufacturers 
from England, France, Italy, Mexico 
and Canada will be a feature of the 
1956 Fair, according to Mr. Brauer. 
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NO. 1 BEST SELLER 
FOR SCHOOL and EVERYDAY 


America’s Greatest Boys’ Shoe Value because 
ROYAL CADETs retail for only $5.95 to $7.95 yet 
give you: grain-leather innersoles, fine composition 
outersoles, full-leather quarter linings, top-grade 
leather uppers, Pacifate-protected cloth linings, 


proven lasts and Genuine Goodyear Welt construction. 










Royal Cadet Division 
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CHRIS LAGANAS SHOE COMPANY 





5-EYELET PLAIN TOE OXFORD 
#1980 Red Brown 
#1981 Black 
#1994 Cordo 
Sizes 12 to 2; 2% to 6; 6 to 11 
in B, C, and D widths. 
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About Shoe People 





An Oscar for outstanding achieve- 
ment was awarded to Patrick Kleve, 
a salesman at the Baker’s Shoe 
Store in Milwaukee, by Roy Haydel, 
Chicago regional manager for Edison 
Brothers Stores, Inc. Mr. Kleve was 
top man among the chain’s salesmen 
for courtesy, repeat business and sales 
achievement. 

+. + * 

Ward Friar, in the shoe business in 
Toledo for 30 years, closed his shop, 
the Ward Friar Scientific Shoe Store, 
and has become associated with the 
Foot Saver Shoe Store, also in Toledo. 

+ * * 

The Mattus Boot Shop, corrective 
shoe store operated by Mrs. Esther T. 
Mattus, has moved from its old loca- 
tion of many years at 8542 Grand 
River Avenue to 15221 in Detroit. 
The new store is a distinctive salon. 
The business was founded in 1929 by 
her husband, the late Saul V. Mattus. 

* + 7 


Owen Walker has taken over the 
ownership and management of Walk- 
ers Shoe Store in Salt Lake City from 
Gordon Jenkins. 

7 * + 

Malcolm Dishner, formerly employed 
at GallenKamp’s San Jose, Cailif., 
store, will manage the chain’s new unit 
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recently opened in Santa Cruz. The 
chain did a complete remodeling job at 
the new location. 

+ + + 

Frank P. Ricca, Jr., has been ap- 
pointed manager of the Baker’s Shoe 
Store, a division of Edison Brothers 
Stores, Inc., at 1614 Elm Street, Dal- 
las. He was previously manager of the 
Baker’s store in Houston. He started 
with the company as an extra sales- 
man in New Orleans and has held suc- 
cessive positions as salesman, assistant 
manager and manager in several cities. 

. 7 * 

Flory Mendicino, manager of Flory’s 
Shoe Store in Cheyenne, Wyo., and co- 
owner of two other shoe stores in 
Cheyenne and Laramie, served on the 
committee in charge of the annual 
Scout-O-Rama held at Frontier Park in 
Cheyenne, 

* + * 

Dave and Della Brockman, former 
Canton, O., shoe retailers, have pur- 
chased a shoe store in Masillon, 0. The 
shop, at Lincoln Way and First Street, 
was being liquidated. Mr. and Mrs. 
Brockman sold their long-established 
Canton shoe store two years ago and 
Mr. Brockman took an executive posi- 
tion with an industrial firm in St. 





Louis. After a year he took a leave of 
absence from the St. Louis firm and 
during a vacation ran into the oppor- 
tunity to purchase the Massillon shoe 
store, 

+ + * 

Eli J. Josephson, formerly assistant 
manager, has been promoted to man- 
ager of Cole’s Shoe Store, 347 Summit 
Street, Toledo, succeeding Fred B. 
Leiner, who was appointed to manage 
another store. Mr. Josephson joined 
Cole’s staff in 1951 and has had posts 
as salesman and assistant manager 
since then. Cole’s is a division of Edi- 
son Brothers Stores, Inc. 

* + ” 

Anthony J. Barbano, Jr. has been 
named manager of the C. H. Baker shoe 
store in Oakland, Calif., replacing David 
Wasserman, who has been transferred 
to the firm’s Hillsdale store, down on 
the San Francisco peninsula. Beni 
Franzini has been made assistant man- 
ager at Oakland. Both Mr. Barbano and 
Mr. Franzini got their start in the shoe 
business with the firm’s Oakland store. 
The former has been with the firm six 
years and the latter three years. 

* + + 

The Francine Youth Center in Woon- 
socket, R. I., observed its tenth anni- 
versary with a major promotion, involv- 
ing the award of a Ford Thunderbird 
Jr., silver dollars and representative 
pairs of shoes from the store’s major 
lines. The owner is Joseph Calarese, 
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Financial News 





Goodyear Tire & Rubber 
Hits Highest First Quarter 


AKRON—A new high record in first 
quarter sales and earnings was estab- 
lished by Goodyear Tire & Rubber 
Company in the three months ended 
March 31, according to the report of 
P. W. Litchfield, chairman, E. J. 
Thomas, president, released the report 
after a directors’ meeting here. 

Consolidated net sales rose to $335,- 





270,436 compared to $333,286,839 in 
the first quarter last year. 

Estimated net profit increased to 
$13,418,897, a gain of 11% per cent 
over the $12,028,872 reported for the 
corresponding period a year ago. The 
first quarter earnings are equivalent to 
$1.32 per share on the 10,153,265 
shares of common stock now outstand- 
ing, compared to $1.18 per share for 
the first quarter last year on a like 
number of shares. 











Net income before taxes amounted 
to $29,910,897 compared with $26,747,- 
872 last year. Provision for U. S. and 
foreign income taxes was $16,492,000 
against $14,719,000 a year ago. 


Freeman’s 1955 Operation 
Wins Kudos of Stockholders 


BELOIT, Wis.—Freeman Shoe Corpo- 
ration stockholders and their represen- 
tatives at the annual meeting held here 
at the factory in May passed a resolu- 
tion expressing “great satisfaction 
with the operation of the compauy in 
1955 and confidence in continued prog- 
ress in the future.” At the same time 
they reelected nine directors and chose 
one new one, Richard K. Kailing, Mil- 
waukee, who succeeds his father A. M. 
Kailing. 

After the stockholders’ meeting, 
directors reelected corporation officers 
as follows: William E. Freeman, pres- 
ident and treasurer; John Tobias, vice- 
president in charge of sales; Charles 
J. Wells, secretary and assistant trea- 
surer, and Bernard H. Semlae, general 
controller. 

Reelected directors are William E. 
Freeman, Mrs. R. E. Freeman, Richard 
B. Freeman, John W. Norris, Thomas 
J. Cassidy, Harry E. Bills, Henry A. 
Heim, Mrs. Carol Freeman Norris and 
Mr. Tobias. 

William E. Freeman, in his presi- 
dent’s message, stressed the need for 
a better-engineered layout and for new 
machinery to increase productivity. In- 
creased productivity, he said, is a need 
of the entire shoe trade. 





Brown Shoe Sells Notes 
To Retire G. R. Kinney Debt 


St. Lours—Brown Shoe Company 
sold $10 million of 3% per cent notes 
to banks and insurance companies pay- 
able May 1 annually. The block breaks 
up to $250,000 payable 1959 to 1961, 
$500,000 payable 1961 to 1966, and 
$675,000 payable 1966 to 1976. 

If it chooses the company can make 
payment in any prior year in an 
amount equal to that due in the year 
in question. 

Revenue from the loans will be used 
to redeem all $5 preferred stock of the 
G. R. Kinney Company to retire a 
Kinney long term debt of $1,900,000 
and for other general purposes. 





Buys Spencer Block of Stock 


Boston—C. Charles Marran, presi- 
dent of the Spencer Shoe Corporation, 
which operates a chain of retail shoe 
stores with headquarters here, recently 
purchased from Mrs. Marie W. Daly 
67,817 shares of Spencer stock at $5 a 
share. 

This block of stock was inherited by 
Mrs. Daly following the death of her 
husband, John J. Daly, one of the 
founders of the company, and the 
transaction was completed just prior to 
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THE NEW GORE SLIP-ON straight from the Via Veneto 


...a must! Each and every pair of ROYAL CADETs 


is genuine GOODYEAR WELT made on proven lasts of 


unbeatable FIT . . . with all-leather uppers, 
innersoles, quarter linings; Pacifate-protected 
cloth linings. To retail from $5.95 to $7.95. 
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#1997 Black 
#1998 Cordo 


Sizes 12 to 2; 2% to 6; 6 to 11 
in B, C, and D widths. 
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Mrs. Daly’s death on May 13. 

Mr. Marran said that Charles L. 
Daly will continue as chairman of the 
board and that, with the latter’s hold- 
ings of Spencer stock, the management 
now holds a controlling interest. 
Shares outstanding total 265,399. 





O’Sullivan Rubber’s 
Net Sales Decrease 


WINCHESTER, VA. — O’Sullivan Rub- 
ber Corporation’s March quarter net 
sales were $1,685,000, a decrease of 214 
per cent from last year. Although net 
income of $10,157 also was lower than 
a year ago, it represents a modest re- 
covery from the deficit results of the 
third and fourth quarters of 1955, ac- 
cording to Vincent A. Catozella, presi- 
dent. Earnings were equivalent after 
current preferred dividend require- 
ments to $0.004 per share compared 
with $0.06 a year ago. 





Edison Brothers Net Sales 
Down 36 Per Cent in April 


Str. Louis—Edison Brothers Stores, 
Inc., reports consolidated net sales for 
the month of April of $6,540,502, a de- 
crease of 36.4 per cent as compared 
with April of last year. 

For the four months ending April 
80, sales amounted to $25,990,364, as 
compared with $26,760,286 for the 
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same period last year. This is a de- 
crease of $76,922, or 2.88 per cent. 

Decreases were attributed by the 
company to the fact that comparative 
sales for March and April combined 
were unfavorably affected by the 
earlier Easter and unfavorable 
weather conditions. Part of the de- 
crease was due also to one less shop- 
ping day, which will be picked up in 
the month of May. 


U. S. Shoe Corporation 
Votes 2-for-1 Stock Split 


CINCINNATI—A recommendation for 
a split in common stock of the United 
States Shoe Corporation on a two-for- 
one basis, voted by the directors, was 
approved by shareholders at a May 22 
meeting here. 

The directors announced that after 
the split the stock would be placed on 
a 90-cent annual dividend basis. This 
would equal $1.80 on the present stock, 
comparing with $1.50 in annual pay- 
ments made previously. 

The board requested approval to in- 
crease capitalization from 750,000 
shares of $2 par value stock to 2 mil- 
lion shares of $1 par value, resulting 
in the split. 

Joseph S. Stern, chairman, and A. B. 
Cohen, president, said the increase in 
the authorized common shares would 
permit the corporation to issue and sell 
additional shares for expansion pur- 





poses at any time in the future, though 
they said the firm had no such immedi- 
ate intention. 


Future Mid-Atlantic Shows 
To Stress Shoe Education 


PHILADELPHIA — Added educational 
features for retailers where possible 
will be provided in future Mid-Atlan- 
tic Shoe Shows, according to Clarence 
Heyde, executive director, at a recent 
joint shoe show committee meeting 
here. 

Mr. Heyde said the educational 
trend will be pushed to “develop a 
more desirable market place for the 
free exchange of contacts and ideas in 
the interest of better retailing of foot- 
wear.” 

The next show dates in the Benjamin 
Franklin Hotel, Philadelphia, are Jan- 
uary 12-16, 1957. 

The meeting voiced approval for the 
services of Henry G. Rubens and 
E. Rhodes Huntsberry, co-chairmen, 
and for those of Cal J. Mensch, retir- 
ing show manager. Mr. Mensch was 
presented with a check for $1,500 in 
recognition of his lengthy career. He 
will be honorary chairman of the 1957 
show. 

Future shows will be conducted by a 
new joint committee now in the proc- 
ess of being organized. A show man- 
ager will also be appointed. 
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Obituaries 





George Eckstein 


Boston—George Eckstein, for many 
years New York metropolitan district 
sales manager for the Cambridge Rub- 
ber Company, Cambridge, Mass., suf- 
fered a fatal heart seizure while at- 
tending the Popular Price Shoe Show 
in New York City. He was 44 years 
of age. 

Mr. Eckstein, a veteran of World 
War II, was active in the shoe trade 
for many years. He was appointed 





manager of the New York office of the 
Cambridge Rubber Company in Janu- 
ary, 1956. He had many close friends 
and business associates throughout the 
metropolitan New York area, and the 
southeastern United States, an area 
which he traveled extensively. 

A native New Yorker, he resided in 
Flushing, Long Island. He leaves his 
wife, Selma C. Eckstein, and two chil- 
dren, Alan, aged 18, and Diane, 
aged 10. 
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/eran shoe traveler and long active in 


Norman N. Souther 
CHIcaGo — Norman N. Souther, vet- 


| shoe travelers’ associations, died here 


recently of a heart attack. Although 
Mr. Souther had been in poor health 
for several years, he had been active in 
representing his shoe line up until the 
time of his death. He was 78. 

Since 1941 he had served as secre- 
tary-treasurer of the National Shoe 
Traveler’s Association. He resigned 
that position only this past year, on 
the advice of his physician. He had 
previously served as president of the 
NSTA and at the 1955 convention of 
the organization was made president 
emeritus. 

Several years ago he helped organ- 
ize the Bureau of Salesmen’s National 
Organizations and also served one year 
as its president. Both in his work in 
the Bureau and with the NSTA he was 
a leader in seeking legislation favor- 
able to the traveling salesmen. He also 
helped arbitrate a number of disputes 
between salesmen and their employers. 
He was instrumental in helping many 
salesmen secure positions. He was re- 
cently active in developing a pension 
plan for salesmen. 

He was one of the organizers of the 
Shoe Traveler’s Association of Chicago 
and also served both as secretary-trea- 
surer and as president. Several years 
ago the Chicago organization gave a 
testimonal dinner in honor of Mr. 
Souther’s long period of service. 

He had been in the shoe business 
practically all of his working life and 
spent many years on the road. He fre- 
quently recounted the difficulties of 
covering territories in the horse and 
buggy days. He was proud of the fact 
that he had witnessed complete revolu- 
tions in styling of both men’s and wo- 
men’s shoes. Although he carried a 
number of lines of shoes he had repre- 
sented Manning-Gibbs Shoe Company 
of Worcester, Mass., for some years 
prior to his death. 

Ed Trench, secretary of the NSTA, 
came down to Chicago from St. Paul, 
Minn., to serve as a palbearer at his 
funeral. Other pallbearers were long- 


| time members of the Chicago associa- 


tion. 


His widow and a sister survive. 





Ewart T. Roberts 


JACKSONVILLE, FLA.— Ewart T. 
Roberts, owner and operator of the Oak 
& Peters Shoe Store here, died suddenly 
May 9 after suffering a heart attack. 
He was 57. 

Mr. Roberts served as a first ser- 
geant with the U. S. Army in World 
War I. He was member of the Union 
Congregational Church and Morocco 
Temple of the Shrine. 

He is survived by his widow, Mrs. 
Edith F, Roberts; a son Bruce E., of 
this city; two brothers, Robert E. 
Nichols, Jacksonville, and Warthur W. 
Nichols, Palatka, and a grandson Bruce 
G. Roberts, this city. 


Boot and Shoe Recorder 




















a eee pec Wc teas 


wn ra 





~ in mee nemnenmncne sete O) 














PS 








Joseph Gross 


PORTLAND, ORE.—Funeral rites were 
held here for Joseph Gross, shoe manu- 
facturer’s representative, who died re- 
cently at his home after a long illness. 
Burial was at Gifford, Ida. 

Mr. Gross was born in Austria. He 
came to the United States in 1917 at 
the age of 18. He worked as a shoe 
salesman, traveling first on the East 
Coast, later living in California. He 
established his home in Portland 27 
years ago. He was associated with 
Pfeiffers Shoe Company and the Terry 
Shoe Company of Massachusetts. 

He was a member of the West Coast 
Shoe Travelers Association and the 
National Shoe Travelers Association. 

Surviving are his widow, Ethel, and 
a brother, Julius, of Elizabeth, N. J. 





William Kaut 


St. Louis—William Kaut, manufac- 
turing director of Brown Shoe Com- 
pany for about 10 years and an em- 
ploye of the firm for nearly 50 years, 
died of heart disease recently at Mis- 
souri Baptist Hospital, St. Louis. 
Burial was in Oak Grove Cemetery. 

Mr. Kaut, whose home was at 2 
Whitfield Lane, Ladue, had been re- 
tired from Brown Shoe Company for 
the last six years. Survivors include 
his widow, Grayce; a daughter, Mrs. 
Virginia K. White; a son, William 
Kaut, Jr., and four sisters. 





William R. Fine 


CHEYENNE, Wyo.—William R. Fine, 
47, regional sales representative for 
Red Cross Shoes for the past 20 years, 
died here recently in his hotel room. A 
resident of Billings, Mont., funeral 
service and burial were at that city. 

Mr. Fine was a member of the Bill- 
ings Lodge No. 118 AF&AM, the Bill- 
ings consistory, the Al Bedoo Temple 
of Shrine and the Billings Lodge No. 
394 of BPOE. 

His widow, Mary, and a son, Joseph, 
both of Billings, survive. 





Ira H. Hartman 


Cuicaco—Ira H. Hartman, retired 
shoe representative and retailer, died 
here recently. Mr. Hartman repre- 
sented the Comfort Sandal Company in 
the Midwest for a number of years. He 
is survived by his widow, Mrs. Esther 
Hartman, and two sons. James H. 
Hartman and Maurice H. Hartman, 
who are also associated with the shoe 
industry. 





Incorporates to Job Shoes 


CHEYENNE, Wy0.—-The Cowboy Cor- 
ral Company, which maintains a family 
western footwear department in its 
store at 205 West 16th St., has filed 
articles of incorporation with the Sec- 
retary of State to engage in the job- 
bing of men’s, women’s and children’s 
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footwear and western apparel as well 
as the retail end. 

Capital stock of the company was 
listed at $100,000, divided into 1,000 
shares of common stock of the par 
value of $100 each. The affairs and 
management will be under the control 
of three directors. Directors for the 
first year are listed as Menden Breg- 
man, Dora Bregman and Aaron Breg- 
man. The latter will be the manager. 





Baker’s on Permanent Site 


St. Lovis—The Baker’s Shoe Store 
in downtown St. Louis has recently 
moved into its new permanent location 


at 519 North 6th Street, after occupy- 
ing a temporary downtown location 
since June, 1955. 

The new Baker’s store, a two-floor 
operation, fronts 59 feet on Washing- 
ton Avenue and 39 feet on Sixth Street 
where the main entrance is located. 
The lower level sales floor is larger 
than the main floor, since it extends 
for 10 feet under the sidewalk. A 
staircase connects the two levels. 

Full-page newspaper advertisements 
marked the move. Dave Goodman, for 
20 years a manager for Edison Broth- 
ers, is manager of this new store. Bert 
Oglesby is regional manager. 




















BUT THIS 


A Well-Formed Shoe 


Commands Respect 


With Father’s Day (June 17, 1956) 
bat a very short time away, why not 
plan a Father’s Day Promotion on 
genuine Fitall shoe trees? 

Foot comfort for Father throughout 
the year is assured with genuine Fitall 
shoe trees, Automatically adjusted to 
preserve the original shape of shoes 
throughout their normal life, Fitalls 
are a natural for extra pair, profit- 
able selling. 

Available for “at once” shipment 
from the following Fitall shoe tree 
distributors: 


US. PIERCE COMPAM 


CALIFORNIA 
Les Angeles — Coast 
Leather and Shoe Find. 
ings Company. 

GEORGIA 
Atlante—Jake K. Wil- 
onsky. 

ILLINOIS 
Chieago—A. J. Bergren 
Co.; Service Shee Find- 
ings Co, 

MICHIGAN 
Detroit—Samuel Patrize 
Ce.; 8S. Kanners & Co, 
Grand Rapids — The 
Bos Leather Co. 

MARYLAND 
Baltimore—-P. H. Volk 
& Co, 

MINNESOTA 
Minneapolis—C. F. Al- 
brecht Company. 






MISSOURI 
Kansas City — Sterling 
Shoe Supply Company. 

NEW YORK 
Binghamton — FE. A. 
Sweet Company, Ine. 
Brooklyn—Lester Green- 
wald, 1836 East 18th 
Street. 

New York City——Lyons 
& Co.; Reade Shoe 
Findings Co. 
Rochester—J. J. Kalb & 
Sons. 

PENNSYLVANIA 
Philadelphia — V ol k 
Shoe Store Supplies Co. 

SOUTH CAROLINA 
Charleston — Berendt 
Bros., Incorporated. 

TEXAS 


Dallas — Hinckley 
Leather Company 
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to white, with tonal Illustrated Catalog 
of any school color on request 
or combination. 


Made by folks who know fine bootmaking 


ACME BOOT COMPANY 


Clarksville, Tennessee 


AUTHENTIC MAJORETTE 


BOOTS 


STYLE 7611 .. . Ladies’ 
Sizes 3% thru 10 
“A” & “'C" widths 


STYLE 6611... Misses’ 
Sizes 12% thru 3 
“B' & 'D"’ widths 


CHILDREN’S... Sizes 
8% thru 12—‘'D” 
width 


INFANTS’... Sizes 4 
thru 8—*'D' width 
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Priced at $3.55 se 
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BOOT POLI 
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Priced at $2.95 
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s New 





Flexible Plastic Sandals 
Feature Molded Ribs 


Cuicaco—“Cloghoppers” is the 
name of the new all-purpose poly- 
ethylene plastic sandals produced by 
Nu-Dell Plastics Corporation, 2250 
North Pulaski Road, Chicago. 





New plastic sandals for beach or sports- 

wear molded with bottom ribs for 

greater grip capacity. They are highly 
flexible and feather-light. 


The soles are molded of frosty white 
polyethylene to fit and flex with the foot 
for active wear. The foot slips snugly 
under a contrasting colored flexible 
rubber strap that hugs the arch and 
keeps the sandal from falling off. 
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Just a rinse with water cleans the 
sandals. Ribs are molded into the bot- 
tom of the sole to make them more 
durable and to create a grip in shifting 
sand, The sandals resist abrasion, 
chemicals, stains and fungus growth. 
They are available in a complete size 
range to fit men, women and children. 





Bates Runs Tests on Shoes 
Discharging Static Electricity 


WEBSTER, Mass.—A new type of 
static-conductive shoe that discharges 
static electricity as rapidly as it is gen- 
erated has been successfully tested un- 
der explosion-hazard conditions, ac- 
cording to reports by the Bates Shoe 
Company here. 

The shoes, modeled after Bates’ line 
of slip-on shoes, have conductive vinyl 
soles that resist wear and are chemi- 
cally resistant and maintain conduc- 
tivity at a high level longer than any 
other conductive soling material. Soles 
meet National Fire Prevention Associ- 
ation and Underwriters Laboratories 
codes for conductive footwear. 

The shoes were tested under actual 
working conditions in static-explosion 
areas in a wide variety of industries, 
including sensitive areas in hospital 
operating rooms. They were found not 
only to discharge all static electricity, 








but to remain flexible and to maintain 
their shape after long months of heavy 
use. 





Hood’s Easy-Off Chore Boot 


Designed for Use on the Farm 





This short, flexible, over-the-shoe, pull- 
on boot with buckle and strap at the 
top has been developed by the Hood 
Rubber Company and the B. F. Goodrich 
Footwear Division, Watertown, Mass. It 
is particularly adapted for use on the 
farm around modern machinery because 
of its light weight and easy on-and-off 
feature as well as special provision for 
tucking in trouser cuffs for safety and 
comfort. Named the “Chore King,” the 
boot comes with black rubber upper, 
gray vamp and counter and non-slip de- 
sign outsole. 
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What Manufacturers 
Think about Prices 


(CONTINUED FROM PAGE 74) 


quate capital, a poor sales organiza- 
tion. They must sell large volume, and 
quickly, to volume users (usually 
chains) at competitively low prices. 
As competitive pressure is applied, 
prices are forced down, along with 
profits, to a dangerously low level. This 
creates a “drag” on the whole industry. 

Many producers feel that cut-price, 
low-profit cperators lead themselves to 
slaughter eventually. Profitless opera- 
tions just don’t survive. All “price 
wars” are self-destroying for those 
who participate in them. 

Some producers feel that the indus- 
try, with low and unrealistic prices, 
has created a “mental barrier” in pric- 
ing policies—a fear complex. “There’s 
too much watching the other fellow, 
and not watching ourselves,” says one. 
The industry has become so price-con- 
scious that it has infected the con- 
sumer with the same idea so that the 
consumer is made to think of shoes 
more in terms of price rather than in 
terms of inherent values. Says another 
producer, “Anyone can cut a price, but 
it takes brains to make a better prod- 
uct.” In short, too many shoemen are 
taking the easy (but destructive) way 
out to win sales via lower prices in- 
stead of better product and service. 
And another part of the industry’s 
“mental barrier” is its lack of courage 
to face up to its high costs and low 
profits—and do something about it. 

A dissenting minority says that the 
sounder way to better profits is to do 
a more efficient job on costs, rather 
than the seemingly easier path of 
raising prices. 

A segment of the Panel, commenting 
on the “pricing problem,” is resigned 
that the problem is here to stay, even 
though a good share of the industry 
has managed to avoid being caught in 
its web. However, says this group, 
there’s no substitute for a free market, 
with the race going to the swiftest. 

The way to a more realistic pricing 
and profit level, insist many members 
of the Panel, is to concentrate on an 
old, proven formula: good product, 
good service, good reputation. A com- 
pany operating on this formula rarely 
suffers from “unfair” pricing from a 
company with a poorer product, ques- 
tionable reputation and inferior ser- 
vice. 


What Retailers 
Think about Prices 


(CONTINUED FROM PAGE 74) 


the latter selling assets more, the price 
factor less. 

(3) Manufacturers should set up 
educational and training programs for 
their retailers— emphasizing how to 
operate a business at a sound profit. 
Volume sales and sound profits aren’t 
always synonymous. More manufactur- 
ers and retailers alike should recognize 
this. Volume makes sense only when 
there’s a sound profit base. 

(4) Set up a Fair Price Committee 
in the industry, via the trade associa- 
tions. Let it help establish standards, 
do an educational job. It’s more than 
a code of ethics. It’s a code for sound 
business operation— something any 
businessman aspires to in his aim to 
make his business efforts pay. 

(5) As with some of the manufac- 
turers, a good number of retailers are 
resigned to the fact that in a free en- 
terprise economy the cut-rate, low- 
profit operators will always be with us. 
It’s a natural part of the competitive 
system. Efforts to suppress them re- 
sult in suppression of free competition. 
You beat such competition only by sell- 
ing values and services which cut-rate 
operators can’t afford. 

(6) On the other hand, some retail- 
ers recommend that manufacturers of 
branded lines establish a retail selling 
price (with adequate markup), and re- 
fuse to sell to price-cutters. 

(7) Some retailers say that now is 
the time to move up to a higher price 
level—at a time when the economy is 
prosperous and consumers can afford 
to pay. Consumers have shown no 
price resistance, so why should shoe 
business be wary of taking a price- 
upward step so vital to insuring a 
sound profit basis? 

(8) “Inventory trends” are concern- 
ing some retailers. Today it’s required 
to carry more types, styles, colors, etc. 
This has slowed down turnovers, has 
increased markdowns, hurt profits. So 
more markup is needed. Many retail- 
ers cited the “inadequate markup” 
problem. 

(9) Research lowers prices in other 
industries. Some retailers want to 
know what the shoe industry is doing 
in this respect. 

(10) Several retailers are suggest- 
ing “pooled buying” on basic shoes to 
get lower prices, better markup. 





The Shoe Traveler 


(CONTINUED FROM PAGE 47) 


represent two factories, while 9 per 
cent represent three different manufac- 
turers. 

The second major change which took 
place for most salesmen, as a conse- 
quence of the war, was their position 
in the general scheme of things for 
most companies. Many manufacturers 
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had let their customers fences fall apart 
during the war. Many had done little 
or nothing to solidify their positions 
against the time when they would have 
to sell their product rather than dole 
it out piece-meal to merchandise-hungry 
stores. Their productive capacities, 
their internal organizations had been 
greatly enlarged. Now they needed cus- 
tomers badly, more customers than be- 
fore. They needed salesmen, more sales- 











































































men than before, better salesmen than 
before, to get these customers for them. 

“This is the era of the Salesman.” 

“The most important fact in business 
today is the need to sell.” 

“The easy time we had during the 
war has made us fat and sloppy—we 
have to get into selling trim again.” 

These and similar exhortations from 
government and business leaders began 
to sound in 1946 and have continued 
virtually unabated since. Many who 
said them believed them. Others echoed 
these sentiments even when they didn’t 
quite grasp them nor know what to do 
about them. The over-all impact was 
not lost on the salesman, however. Nor 
on a large part of the public. Now, in 
addition to being a money-maker, the 
salesman had standing in the com- 
munity—he was important. 

Who is this salesman in the shoe in- 
dustry? We know he is the personal 
link between manufacturer and retailer. 
As the person who holds these two 
parts of the chain together what does 
he think about, what are his attitudes 
and viewpoints regarding the job he 
performs, regarding the factory he 
represents, the retailer he calls on and 
his fellow-shoe travelers? 

In the second article in this series, 
to appear in the next issue of Boor AND 
SHOE RECORDER, we will see what the 
survey uncovered concerning these vital 
questions. 





Opportunities in 
Back-to-School Promotion 
(CONTINUED FROM PAGE 64) 


didate for multiple sales. The best 
means of achieving this is through the 
shoe wardrobe idea. 

Joseph’s last year featured a selection 
of eight shoes, as majors on every 
campus. These included a_ t-strap 
sandal, little heel pump, regular pump, 
skimmer flat, shell flat pump, shell 
ballet pump, suede skimmer, and a 
saddle. 

Bonwit Teller in a round-the-clock 
theme, suggested a daytime moccasin, 
a teatime flat, and a date-time pump 
with little heel. 

Many of the larger stores issue col- 
lege wardrobe catalogues and include 
representative shoes. Lytton’s sug- 
gested three shoes for “comfortable 
campus mileage’—a_ classic heavy 
leather moccasin, a one-color saddle, 
and a pixie boot. For dress, two flats 
and a classic pump were suggested. In 
a list of “college basics and props” 
Carson Pirie Scott & Co. included 
scuffs, saddles, French heeled pumps, 
loafers, and skimmer flats. 

Men’s shoes can be presented from 
the wardrobe angle too. Field’s for 
instance in a full page advertisement 
offered white bucks and loafers for 
camovus wear, and cordovans for dress. 

The smaller retailer can’t be as 
elaborate as some of these programs, 
but he can make some extra effort. He 
can put proportionately the same 
amount of space into advertising. 
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the right scu}} . 





















at the right price 


Right for promotion in any 
season—the soft, flexible cape scuff, 
leather lined, leather sole, flat 

or medium heel. In stock in black, 
red, royal blue, light blue, pink, 
yellow, and white. Flat heel retails 
at $3.95; medium heel $4.95. 





Write, wire or phone 


SWAN SHOE COMPANY 


3001 E. MADISON STREET 
BALTIMORE 5, MARYLAND 
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Bargain 25th Anniversary 


Pa 
$ 


THE NATION’S FINEST 
CANCELLATION SHOES 
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Made to specifications of 
official drill teams and 
bands. Top quality — made 
on boot lasts. 

5120—Sizes 5!/2-8.. .$3.90 
5121—Sizes 8!/2-12. .$4.10 
5222—Sizes 12!/2-3. .$4.35 
*5523—Sizes 4-9. ..$5.40 


*Littieway Construction 
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Tanners Pioneer New Finishing Technique 


‘Electrostatic Spraying,’ Used Heretofore for Consumer Appliance 
Products, Holds Out Possibility of Doing Better Job at Less Cost 


Boston—A group of the Industry’s 
leading tanners are pioneering a re- 
markable new technique in leather fin- 
ishing, known as “electrostatic spray- 
ing.” Not only does it result in several 
cost economies, but in a definite up- 
grading of quality in the finish of the 
leather. 

In ordinary spray application of fin- 
ishes on leathers within a spray booth, 
much pressure is required to assure 
complete coverage and penetration of 
the finish. As a result, there is much 
over-spray of “waste” in this process. 

But with electrostatic spraying, a 
new concept in applying finishes to 
leather, not only is over-spray reduced 
to a minimum, but there is a more uni- 
form and concentrated dispersion of 
the finish on the leather, creating a de- 
finite improvement in the quality of 
the finish. 

Briefly, this is the principle of the 
technique. Special patented gridwork 
creates an electrical contact with the 
spray. The spray itself instantly be- 
comes “electrically charged.” Now, like 
any electrically charged particle, it 
seeks a “ground” contact. The leather 
serves as the ground. Thus, instead of 
the spray dispersing over a wide area, 
it’s now “concentrated” because the 
electrically-charged spray particles are 
grounded directly, in concentrated 
form, to the surface of the leather. 

The result is what’s called “high 
utilization value.” For example, nor- 
mally spray pressures for atomizing 
require 60 to 90 pounds per square 
inch. With electrostatic spraying only 
15 to 35 nounds is necessary. In short, 
it requires about 60 per cent less pres- 
sure to do the job, and do it better. 

The savings are impressive. In or- 
dinary finishing procedure the leather 
may have to be passed through the 
spraying booth from two to four times. 
Electrostatic spraying, due to better 
utilization of the spray, reduces the 
number of times the leather is passed 
through—a saving in time and costs. 
Due to the substantial reduction in 
over-spray, there is a saving on fin- 
ishing materials, and more spray-booth 
cleanliness. Less compressed air capac- 
ity, and less volume of air exhausted 
from the booth, is required—a saving 
in power costs. Again, initial coatings 
on leather are usually done by “hand- 
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seasoning,” an expensive operation. But 
it now can be done electrostatically due 
to change in formulations, greatly re- 
ducing the time for this operation. It 
is claimed that the whole series of fin- 
ishing operations can be cut by as much 
as 50 per cent. 

A growing number of major tan- 
neries are now testing or preparing 
to install this new equipment. Patents 
pending are held by Robert D. Price 
Associates, Springfield, Mass., who are 
handling the tannery installations. 

Electrostatic spraying is a technique 
about 30 years old, though it has come 
into major industrial use only over the 
past 10 years. It is applied to many 
consumer products such as cars, re- 
frigerators, washing machines and toys. 
But only now, for the first time, is it 
being introduced commercially into the 
field of leather finishing. 





Brooks Representing Wellco 
In the Northwest Territory 


WAYNESVILLE, N, C.—Ralph Brooks 
has replaced Jay Rackam as Wellco 
Shoe Corporation’s representative for 
western Oregon and Washington. Mr. 
Brooks was formerly with Roberts, 
Johnson & Rand and has an extensive 
background in shoe retailing. 





RALPH BROOKS 


Mr. Brooks was appointed to the 
territory to fill the vacancy left by Mr. 
Rackam’s retirement. He will carry 
Wellco’s lines of “Foamtread” slippers, 
Summer casuals and Slacktators. He 
lives in Portland, Ore. 


American Hide & Leather 
Closes Lowell Tannery 


LOWELL, MAss.—Closed temporarily 
last December, the American Hide & 
Leather Company has now closed its 
tannery here permanently, it said, be- 
cause it couldn’t negotiate a satisfac- 
tory labor contract with the local here 
of the Amalgamated Meat Cutters & 
Butcher Workmen of North America. 

It reported a loss of $718,000 for the 
nine months ended March 31 compared 
with a loss of $449,000 for a like period 
a year ago. 

The tannery employed about 400 
persons and was once one of the coun- 
try’s largest producers of upper 
leathers. 

The company said that had it ac- 
ceded to the union’s demands for wage 
increases, costs would have mounted 
too much. Union demands were with- 
drawn later. The company, in turn, 
demanded a reduction in piece rates 
and the right to establish the rate on 
new production items. It wanted to in- 
stitute a time study to discover how it 
could increase productivity and become 
competitive with the industry. 

The decision to abandon the tannery 
was expressed in a letter by Stanley M. 
Rowland, president, to employes of the 
tannery. He said the company, union 
and members of the Lowell Manage- 
ment and Citizens Committee would 
work together to try to find a buyer 
for the Lowell tannery. 


Disposed of Two Other Properties 


The company closed its Ballston Spa 
(N. Y.) tannery last August and sold 
the property to the Howes Leather 
Company of Boston. 

The company now owns only the 
Tandy, of Fort Worth, Texas, indus- 
tries which is acquired in 1955. Tandy 
operates a leathercraft retail and mail 
order business with 81 stores in 37 
states and Hawaii. 

An unfavorable earnings trend was 
the principal factor in the decision to 
sell the tannery, Mr. Rowland said. He 
expressed the belief invested capital 
could be better employed in other in- 
dustries. He said bank loans were paid 
off with the funds obtained by the sale 
of the Ballston Spa tannery. 

Mr. Rowland expected the company 
to enter diversified industries with rec- 
ords of attractive earnings. He said 
Tandy industries is exceeding earlier 
prospects held out for its earning 
capacity. 
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Milwaukee Clinic Supports Punch Cards and Electronic Devices 





Shown listening intently to the proceedings at the Milwaukee regional accounting 
and office management meeting, the panel consists, left to right, of John Wallace 
and H. E. Meyer, of the Florsheim Shoe Company, Chicago, and Donald E. Weiss- 
inger and William R. Furst, of the Herbst Shoe Manufacturing Co., of Milwaukee. 


MILWAUKEE — Greater use of punch 
cards and electronic equipment by shoe 
manufacturers to systematize and ac- 
celerate office management was urged 
at the second annual Milwaukee Re- 
gional Accounting and Office Manage- 
ment Clinic sponsored by the National 
Shoe Manufacturers Association in the 
Lotus Room of the Plankinton House 
here. Twenty companies from five 
states — Wisconsin, Michigan, Minne- 
sota, Illinois and Iowa were repre- 
sented among the 55 persons present. 

Fred Meisfelt of the Leverenz Shoe 
Company, Sheboygan, and W. D. 
Knickel, Weyenberg Shoe Manufactur- 
ing Company, this city, discussed the 
application of punch cards and elec- 
tronic equipment in the shoe industry, 
both placing special emphasis on the 
ease, speed and depth of information 
that can be obtained with this type of 
equipment. These two Wisconsin com- 
panies are among the forerunners in 
the industry in the use of this equip- 
ment, 

Order processing, production sched- 
uling and raw materials requirements 
contro] were the tonics at the opening 
session, at which Peter Kroman, Hol- 
land-Racine Shoes, Inc., Holland, 
Mich.; John T. Kearney, Singer Sew- 
ing Machine Company, New York City, 
and Reinhart Tonn, Herbst Shoe Man- 
ufacturing Company, Milwaukee, were 
speakers. Mr. Kroman emphasized the 


necessity of thorough analysis of each 
order by style number, style, width, 
color, ete., adding that from these or- 
der analyses, future production sched- 
ules are built. 

Mr. Kearney stressed the problems of 
workload and fitting, application of 
Method Time Measure (MTM) and the 
Standard Allowed Hours Approach 
(SAHA). In raw materials require- 
ments control, Mr. Tonn presented two 
phases: purchasing and perpetual in- 
ventory controls. He placed special 
emphasis on the necessity of having all 
materials available at the time when 
needed during the manufacturing 
process, 

Open panel discussions occupied the 
afternoon, with Herbert Mueller, Al- 
bert H. Weinbrenner Company, this 
city, and John Wallace, Florsheim 
Shoe Company, Chicago, as leaders. 
Depreciation of machinery, glass, dyes 
and patterns were discussed as were 
cost accounting, allocation of overhead 
and use of cost estimate sheets. In the 
reneral discussion of payroll prepara- 
tion and employes’ selection and train- 
ing, participants emphasized a more 
intensive use of scientific employe se- 
lection and training and use of atti- 
tude, mental and dexterity tests to 
improve selection of workers. 

William Sheskey, of the National 
Manufacturers Association, New York, 
presided at all meetings. 





Gets Distribution Rights for Sole Forming Machine 


BALTIMORE—“The rise in popularity 
of the cushion and conforming type in- 
soles and the advent of ‘space’ type 
shoes indicates an increasing demand 
for the accommodation of conditions 
such as corns, calluses, bunions, and 
so forth,” says Abraham Sachs, inven- 
tor and creator of the Sachs insole 
forming machine. 

Mr. Sachs, owner of Sach’s Clinic in 
Baltimore, conceived the idea of this 
machine years ago as the result of his 
studies in the comfort shoe business 
and has improved and perfected it 
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through the years. By means of hy- 
draulic pressure and a series of molds 
for various conditions, the insole of a 
shoe can be serviced to accommodate 
these conditions. 

Sales Research Agency, Oconomo- 
woc, Wis., has been granted distribu- 
tion rights to this machine. The Sachs 
machine is available to any shoe store 
or service department; information 
may be obtained from Sach’s Shoe 
Clinic, 216 West Franklin Street, Bal- 
timore, Md., or Sales Research Agency, 
Oconomowoc, Wis. 





More than 70 trutives 
Attend St. Louis Meeting 


St. Louts—The second annual Re- 
gional Accounting and Office Manage- 
ment Clinic was held at Hotel Lennox, 
here. 

More than 70 representatives of the 
shoe industry, for the most part from 
Missouri and adjoining states, attended 
the one-day conference, which was one 
of a series of five regional clinics held 
this year. Others were held at Harris- 
burg, Boston, New York and Mil- 
waukee. 

Opening the morning session, John 
T. Kearney of the Singer Sewing Ma- 
chine Company, New York, discussed 
production scheduling, stressing that 
emphasis must be placed on proper 
pre-planning in order to achieve the 
proper utilization of men and ma- 
chines. Raw materials requirements 
control and the solution to the problem 
of having materials available at the 
time and place needed were discussed 
by Ernest Cooksey of Brauer Brothers 
Shoe Company, St. Louis. 


Most Comprehensive Session 


According to Mr. Sheskey, NSMA 
economist, the session dealing with the 
application of punch cards and elec- 
tronic equipment was the most compre- 
hensive discussion in its application to 
the shoe industry ever held. Since 
electronic equipment is a new idea to 
shoe firms, Mr. Sheskey said, it is 
therefore important to future company 
planning. 

Speakers for this phase of the clinic 
were Leonard Vogt, International Shoe 
Company, St. Louis; Joseph M. Mc- 
Kinney, General Shoe Corporation, 
Nashville, and Clarence Hartley, 
Tweedie Footwear Corporation, Jeffer- 
son City. 

The afternoon section was devoted to 
a panel discussion headed by William 
Scharr, Heyday Shoes, Inc., St. Louis, 
and Fred Weber, Weber Shoe Com- 
pany, St. Louis, at which company rep- 
resentatives were free to discuss any 
problem of the shoe industry. Among 
the subjects considered were the depre- 
ciation of machinery; the depreciation 
of lasts, dies and patterns; machine 
parts accounting; the Georgia income 
tax on out-state corporations; self- 
servicing of machines; the application 
of standard costs; budgeting and allo- 
cation of overhead; scientific employee 
selection and placement, and labor 
turnover and training. 

A similar regional accounting and 
office management meeting is planned 
for next year, Mr. Sheskey reported, 
rounding out the diversified program 
presented by the National Shoe Manu- 
facturers Association, The program 
includes also the Factory Management 
clinic in February and the Merchandis- 
ing clinic in August. 
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Evans Represents Tanning 





CAMDEN, N. J.—John R. Evans & 
Company has been selected for repre- 
sentation on the Quentin Reynolds TV 
show, “Operation Success.” 

The series has selected a number of 
leading American companies as typify- 
ing the industries which they serve. 
There is a filmed sequence with sound 
made in the Evans tannery describing 


Industry on 


ig 


i 





The John R. Evans & Company interview panel for the “Operation Success" series 
on television consists, left to right, of T. R. Hickey, R. Gwynne Stout, chairman of 
the board; William F. Hickey, president, and Quentin Reynolds. 


and depicting the progress of goat- 
skins from the imported raw stock to 
the finished product used in so many 
of the finest shoes. 

The technical phases of leather pro- 
duction spin out to create a romantic 
story with consumer interest. The 
Evans Company is adapting sections 
of the film for use in retail stores. 





Proctor Counter Company 
Names Production Manager 


St, Lours—Edward J. Schilling has 
recently been appointed production 
manager for the Proctor Counter 
Company, 2117 Hanley Industrial Court, 
St. Louis. 

The announcement was made by 
Frank E. Proctor, president of the 
firm. Mr. Schilling will supervise all 
manufacturing activities of the com- 
pany in its factories located in Brent- 
wood and Bourbon, Mo. This post had 
previously been held by R. M. Watts, 
recently deceased. 





EDWARD J. SCHILLING 


Mr. Schilling came to the Proctor 
Counter Company in 1948. He is ex- 
perienced in both the manufacturing 
and sales phases of the organization, 

The Proctor Counter Company was 
founded in 1880. Current activities 
include the manufacture of counters 
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of all types, the cutting of oak soles 
and the manufacture of laminated 
leather heel covers. The company also 
acts as sales representatives for other 
shoe suppliers, including the Peabody 
Plastic Products Company and the 
Parva Buckle Company. 





McKindsey Joins American 
Biltrite Company Staff 


CHELSEA, MAss.—The American 
Biltrite Rubber Company announced 
that Stuart McKindsey has joined the 
company to promote their line of in- 
dustrial and safety soles and heels. 
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STUART McKINDSEY 


Mr. McKindsey will be located in 
the company’s main office in Chelsea 
and will travel extensively in the pro- 
motion of the company’s industrial 
line. Prior to joining American Bilt- 
rite he was sales manager for the Gro- 
Cord Rubber Company for nine years. 
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WILLIAM E. MAREK 
Owner 
FOOT-SO-PORT SHOE STORE 
Grand Junction, Colorado 


Mr, Marek has been a member of 
the Foot-so-Port organization for a 
long time. He got his start selling 
shoes in Chicago in 1935. Became 
manager of Phoenix, Arizona store 
in 1940 and Los Angeles store in 
1948, Then his big opportunity 
came. He moved to Grand Junction, 
Colorado in March 1950 to take over 
ownership of Foot-so-Port store. 


Mr. Marek says: “The success of 
one man depends upon the help 
received from many . . . the coop- 
eration I receive from Foot-so-Port 
Shoe Company and the many very 
fine staff members, the guidance, ad- 
vice, business analysis, bookkeeping 
service, advertising, promotions, etc. 
... all of this puts my mind at ease 
to concentrate on selling Foot-so- 
Port shoes. It’s like having a full 
staff of top notch men in your em- 
ploy, with no overhead cost to the 
store. How can you possibly fail?” 


x kk 


If you are interested in joining the 
Foot-so-Port organization, write for 
your free copy of “The Inside Story 
of Foot-so-Port Shoes” and full de- 
tails concerning an agency in your 
city. There are fre- 
quent opportuni- 
ties for manager- 
ial positions among 
dealers who own 
and operate sev- 
eral Foot-so-Port 
Stores. 
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FOOT-SO-PORT SHOES 


A Division of Musebeck Shoe Company 
Oconomowoc, Wisconsin 











HUSSCO SHOE CO., 47 West 34th Street, New York 1 © Factories: Honesdale, Pa. In Canada: Canada West Shoe Co., Winnipeg 








D & E widths 

@ Genuine GOODYEAR 
WELT construction — 
to retail $5.95-$6.95, 
most styles 

@ All shoes manufac- 
tured in our own 








FREE CATALOG 


THE WILLIAM BROOKS SHOE CO. | 


NELSONVILLE, OHIO 438-G W. State 











@ Fast INSTOCK service 
on sizes 1-7, A, B, C, PROGRESSIVE STORES USE 





your customers. Your jobber can supply you or 


WRITE FOR | write direct for free sample to 
| D & K COMPANY, INC. 


The 
DISPOSABLE 
try-on socks 


Protect your stock—satisfy 


Ithaca, N. Y. 














Bates Shoe Appoints Two Representatives 





GORDON D. WINSOR JOHN D. SPELLACY 


WessTeR, MAss.—Francis E. Ryan, Company. His son resigned from the 
sales vice-president of the Bates Shoe Boston office sales staff of a nationally 
Company, here, has announced the ap- known company to join Bates. In 
pointment to his sales force of Gordon World War II, he served in the Navy 
D. Winsor and John D. Spellacy. from which he was discharged with 

Mr. Winsor, a graduate of Harvard, the rank of lieutenant commander. He 
received his early training under his will cover Maine, New Hampshire, 
father, the late Jack Winsor who trav- Vermont and all of Massachusetts west 
eled New England for the Selby Shoe of Route 9. 


% 


Mr. Spellacy, who first came to the 
attention of Bates through his success 
in the merchandising and selling fields, 
also resigned from a well-known shoe 
company to carry the Bates line. He 
succeeds Mars Nicely, who recently re- 
signed. Mr. Spellacy will cover the 
Tri-State territory which includes the 
western part of Pennsylvania, eastern 
Ohio and northern West Virginia. 





Chicago Golf Outing June 12 


CuIcaGo—Special activities and en- 
tertainment for women will be one of 
the many features of the 1956 annua! 
golf outing of the Shoe Traveler’s As- 
sociation of Chicago, it was announced. 
The event will be held June 12 at the 
River Forest Country Club. 

There will be cards and other games 
for women during the afternoon and a 
large selection of prizes will be set 
aside for this division of the event. 
Special trophies for golf are planned. 

A large list of other prizes will be 
offered as awards during the din- 
ner. An attendance of more than 200 
retailers, shoe travelers, and other 
members of the trade and their wives 
is expected. 

Bill Stamm is chairman of the event. 
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Manufacturers Enthusiastic 
Over Students’ Shoe Designs 


St. Louis—In a rewarding depar- 
ture from precedent, the prize-winning 
shoe designs by students of the Wash- 
ington University School of Design 
were translated into actual shoes by 
St. Louis manufacturers and modeled 
for guest fashion editors attending the 
annual party given in their honor at 
the St. Louis Shoe Show. 

Heretofore, the fashion editors had 
been asked to judge student designs at 
the party. This year the judging was 
done by the Shoe Fashion Board of St. 
Louis at a date early enough to permit 
the manufacture of the top 12 designs. 
Students received $25 prizes for the 
designs selected. 

The unexpected dividend paid by 
this project, initiated by Betty Ma- 
son, chairman of the St. Louis Shoe 
Manufacturers’ School of Design Com- 
mittee, was the adoption of five of the 
winning designs into the sample lines 
of the manufacturers who translated 
them. 

Valley Shoe Corporation was so en- 
thusiastic about the two designs they 
interpreted, both were adopted. One 
of these, an elasticized sling of black 
suede, is selling well, a company 
spokesman reports. Hamilton Shoe 
Company also adopted two designs, 
one for Delmanette, the other for 
Penaljo. The fifth, a pleated vamp flat, 
was heavily sampled by Town & Coun- 
try. In addition to their $25 prizes, 
the designers of these five shoes re- 
ceived additional fees from the manu- 
facturers buying their designs. 

Betty Mason, fashion coordinator of 
International Shoe Company, feels that 
this new venture by the School of De- 
sign Committee has done more to en- 
courage student designers than any 
other single project heretofore at- 
tempted. John Dunbar of the Dunbar 
Pattern Company, instructor of the 
class, agrees, adding that it also 
stirred up the interest of shoe manu- 
facturers in potential designers from 
the class. 


Western Wood Heel Makers 
Hold Elections in St. Louis 


St. Lovuis—At the recent annual 
meeting of the Western Wood Heel 
Manufacturers’ Association, Robert E. 
Matthews was reelected president. Mr. 
Matthews is head of the Matthews 
Heel Covering Company, of Milwaukee. 
Also reelected were: 

Victor B. Crandall, United Wood 
Heel Company, St. Louis, vice-presi- 
dent, Fred Jovejoy, Fred W. Mears 
Heel Company, St. Louis, secretary. 

Added to the executive committee 
were George J. Convy, Convy Heel 
Covering Company, St. Louis, and Eric 
V. Nelson, Vulcan Corporation, John- 
son City, N. Y. Lucius F. Foster, of 
The Guild Associates, Boston, continues 
as executive director. 
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Moccasins... 


The comfort features of the one- 
piece vamp have been tested and 
approved for over 2,000 years. Baby's 
foot is wrapped in a cradle of soft 
leather that yields and “gives” with 
the action of walking. 











~.. first name in first shoes! 


R. J. POTVIN SHOE CO., BROCKTON 26, MASS. 








Griffin Shoe Polishes Plans Biggest Advertising Drive 


New YorkK—Nearly 12 million fami- 
lies every week throughout 1956 are 
seeing and hearing about the advan- 
tages of Griffin shoe polishes on three 
top-rated CBS network television 
shows, according to Robert S. Wheeler, 
advertising manager of Boyle-Midway 


Inc., manufacturer of the Griffin line. 


The commercials are part of the 
greatest advertising drive in Griffin’s 
history, Mr. Wheeler declared. Griffin 
advertisements are also appearing in 
national consumer magazines, including 
Parent’s Magazine which reaches 2,- 
586,000 primary readers. 

Griffin dealers also have a variety 


of merchandising aids at their service 
such as window streamers, display 
cards and wall posters. 

The introduction of a new liquid 
polish, Griffin Scuff Cover, is receiving 
strong advertising and promotion, Mr. 
Wheeler said. He pointed out the care- 
ful screening of media to produce a 
maximum of sales at dealer levels. The 
two daytime television network shows, 
“Love of Life” and “Secret Storm,” 
reach the housewife during daytime 
hours. The evening television show, 
“Douglas Edwards and the News,” is 
tailor-made to reach all the family 
and especially the man of the house. 
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iaeanioan o . 5 5 
and Closeouts in Branded Footwear to Our prices on fine shoes, 






bought direct from the best known 


raohata-titehateta' makers are in line with our 
. ; nationwide reputation 
shoe stores, drive-ins and 


shoe promotion buyers 


for values! 


M. K. WEIL Shoe Company 


While 







Open a Cancellation Shoe Store in Your Town 


Our New Store Consultants Will Help You Set Up a Profitable Operation Pibvemins: sas reir cenit 


. 7 Sample Rooms: | 


















HOLLYWOOD 


sani- white 





One pair—or another 3 ¥2 MILLION pairs— 
from now, no retailer will 
ever have to take 


1¢ in markdowns 


on the 









SELLING PREMIUM WHITE 
SHOE CLEANER IN THE NATION!! 
Also advertised In VY Anpees Brees 
mee ty Ly 









Fair-Traded 
of the 
Mississippi 











@1 1956 WELLCO SHOE corp., Waynesville, N. C. 





210 Memorial Plaque Goes to Harry ee re eens 





enjoyable social events of the year. 

Feature of the dinner, as usual, was 
the presentation of the T. Kenyon 
Holly Memorial Plaque. T*‘s year’s 
recipient was Harry J. Wood, vice- 
president of G. R. Kinney Company. 
The executive chosen to present it was 
another New Yorker, Leonard A. Shea, 
vice-president of the Melville Shoe 
Corporation. In the formal speech 
which preceded the actual presentation, 
Mr. Shea stressed that Mr. Wood has 
been chosen “not only for his accom- 
plishments in the shoe industry but 
also because of the respect he com- 
mands in all branches of the trade.” 

Toastmaster was Robert Goldstein, 
president of Plymouth Shoe Company. 
Brief addresses of welcome were made 
by George A. Dempsey, president of 
210; A. W. Berkowitz, president of the 
New England Shoe and Leather As- 
sociation, and Jack Schiff, president 
of the National Association of Shoe 
Chain Stores. 


aa te 


Harry J. Wood, vice-president of the G. R. Kinney Company, receives the T. Kenyon Rotary Honors John Esch 
Holly memorial plaque at banquet held by the 210 Associates during the Popular MILWAUKEE — John H. Esch, vice- 
Price Shoe Show in New York. The presentation was made by Leonard Shea, of president and sales manager of the 
the Melville Shoe Corporation. Left is George A. Dempsey, president of 210 Leverenz Shoe Company, Sheboygan, 
has been honored by District 210 of 
New York — Approximately 1,600 twenty-fourth banquet of the 210 As- International Rotary here by being 
representatives of the shoe, leather and sociates held here in the Waldorf- elected governor of the district. All 
allied industries, many of them ac- Astoria on the evening of May 1. Un- southern and eastern Wisconsin Rotary 
companied by their wives, attended the officially a part of the Popular Price clubs comprise his district. 
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INFANTS’ FOOTWEAR 
All Styles IN-STOCK 


e All top-grade Leather: counters, linings, innersoles, outersoles 
e Selected Leather for uppers: only small, fine-grained Kips 


© Soft Cushion Fillers: foot-cradling protection against cold, damp 


© Cookie: built into innersole for extra support 
© PROVEN LASTS: wide toe and narrow heel 


Judy 'n’ Jerry 
Footwear 
Priced to 
retail from 


Sizes 0 to 9 


sQee , $50 


For new catalog or salesman’s cali, write to: 


SHERMAN BROS. 


SHOE MANUFACTURING CORP. 
230 JACKSON STREET, LOWELL, MASS. 








Sandler of Boston Assigns Three Salesmen 





JAMES MORRISON LOU MENASHE 


Boston — Three new salesmen, all 
with extensive experience in the shoe 
industry, have been added to the staff 
of Sandler of Boston, according to 
Herbert Copeland, vice-president and 
sales manager of the company. The 
new men are James Morrison of At- 
lanta, who will cover the Southeast; 
Lou Menashe of Portland, Ore., who 
will travel the Northwest, and Wes 
Warner of Littleton, Colo., whose ter- 
ritory includes Colorado, Nebraska, 
Kansas, Wyoming and Utah. 

Mr. Morrison succeeds William Witt 








WILLIAM WITT 


WES WARNER 


who, after representing Sandler in the 
Southeast for many years, has retired 
from active business. Mr. Menashe 
takes over the territory formerly cov- 
ered by Jimmy Thompson who has 
been transferred to the company’s Log- 
roller division, and Mr. Warner takes 
the place of Jack Dalton, former 
Mountain States salesman. Also trans- 
ferred to the Logroller division is Ray 
Onvenheimer of San Antonio. 

This division has added hand-sewn 
flats to the traditional wedge and walk- 
ing heel styles. 





April Shoe Production Up 


WASHINGTON — Footwear production 
in April, 1956, of 48.7 million pairs, 
was three per cent higher than the 
47.6 million pairs produced in April 
of last year, and was 12 per cent lower 
than the 55.1 million pairs produced in 
March, 1956. Shipments of footwear 
in April, 1956, of 45.1 million pairs, 
were valued at $168.5 million. These 
figures are according to estimates by 
the U. S. Department of Commerce. 

Men’s dress shoe production in April, 
of 7.3 million pairs, showed an increase 
of two per cent over the level of April 


June |, 1956 





Over 1955 Period 


of last year, and was one per cent 
lower than the 7.4 million pairs made 
in March, 1956. Women’s dress and 
work shoe production in this month 
amounting to 14 million pairs repre- 
sented an increase of one per cent over 
the 13.8 million pairs made in April, 
1955, and was 17 per cent lower than 
the number made in March, 1956. The 
output of all other footwear in April 
was three per cent higher than the 
number made in April, 1955, and was 
11 per cent lower than the level pro- 
duced last month. 














luperbly casual 
ff makes Llama® 
the Fall favdrite for casual 


fashions, 


There is only one 
genuine Llama®.- 
Finished Calf! 
























BUY BONDS 
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LITTLE GENTS’ FOOTWEAR 


All Styles IN-STOCK 


‘4 ~ 5 = © RUGGED CONSTRUCTION: Extra strong box toes, counters, shanks 
- + © ALL TOP-GRADE LEATHER: uppers, linings, innersoles 
y ® NEW LASTS: w:de-toe and narrow heel 
* PRE-FORMED SOLES, to give contour fit 





© Sturdy, long-wearing Genuine NEOLITE SOLES 


Judy ‘n’ Jerry 
Footwear 
Priced to 
retail from 


udy n Jerry 


Sizes 942 to 3 


For new catalog or saiesman's call, write to: 


SHERMAN BROS. 


SHOE MANUFACTURING CORP. 
230 JACKSON STREET, LOWELL, MASS. 








‘Mr. Great Northern’ Retires 
After More Than 45 Years 


St. Louis—After more than 45 years 
of service, Guy C. Aldridge, merchan- 





GUY C. ALDRIDGE 


dise and office manager of Great 
Northern Shoe Company, retired in 
May and returned to his home in Man- 
chester, N. H. 


He began his career in 1911 in the 
payroll department of the old W. H. 
McElwain Company in Boston, 

He was appointed office manager of 
Great Northern in 1930 after the 
McElwain Company had become a 
part of International Shoe Company. 
During his association with Great 
Northern, Mr. Aldridge witnessed the 
company’s line of unbranded, in-stock 
shoe styles expand from a dozen to 
more than 175 styles. 

Mr. Aldridge eventually became per- 
sonally acquainted with more than 
three-quarters of his company’s cus- 
tomers, To many of them he was 
known as “Mr. Great Northern.” His 
duties have been assumed by Frank 
Randol, recently appointed office and 
merchandise manager for Great North- 
ern and Hampshire Shoe Companies, 
sccording to Hugh Warren, Great 
Northern sales manager. 





Graton & Knight Appointee 


Worcester, Mass.—Don Murray, 
manufacturers’ agent of St. Louis, has 
been named Graton & Knight represen- 
tative for their line of welting, leather 


laces, and Gold Spot sole leathers. He 
will operate out of 23 Cheyenne Court, 
Glendale 19, Mo., and cover Missouri, 
Arkansas, Nebraska, southern Illinois 
and southern Iowa. 





Woolsey Named General 


Purchasing Agent at Brown 


BERLIN, N. H.—Van R. Woolsey has 
been named as general purchasing 
agent of the Brown Company, manu- 
facturers of shoe innersoles and other 
products here, to succeed K. V. 
Coombes, who resigned to become di- 
rector of purchases for F. H. McGraw 
& Company, New York. 

The post of assistant genera] pur- 
chasing agent of the Brown firm, 
which Mr. Woolsey had held since 
1954, will be filled by Robert Hender- 
son, who has been with the company 
since 1941. 

Mr. Coombes had been associated 
with the Brown concern since 1948, and 
previously was manager of purchas- 
ing for the General Chemical Divi- 
sion of the Allied Chemical & Dye 
Corporation in New York. 








Announcing 
OUR NEW METROPOLITAN NEW YORK 
SALES HEADQUARTERS FOR 
“FOOT-TRAITS" 
“RUGGIE-ETTES" 


Fine Juvenile Goodyear Welt & Cement Shoes 


ROOM 407 


47 West 34th St., N.Y.C. 
W. L. KREIDER'S SONS Mfg. Co. Inc. 
Ed, J. McCann, Representative 


“RUGGIES" 


MARBRIDGE BLDG, 


Phone—BRyant 9-4238 








SAVINGS 
BONDS 


BUY 
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CHILDREN’S AND MISSES’ 
All Styles In-STOCK 





Judy ni Je I°l*y 























1 @ HIT STYLES . . . Dressy! Casual! Italian! 
@ JUDY ‘n’ JERRY EXCLUSIVE . . . form-fit, narrow-heel lasts 
© Top grade, fine-grained Kip Uppers 
, R © Genuine NEOLITE SOLES on every pair 
© Six-Station Inspection for quality craftsmanship 
: » 
Sizes 942 to 3 , Judy 'n’ Jerry Footwear 
se Priced to retail from 
\\ ar sasee $m 5° 
ve we .. to 
ie ® 
a i “=? For new catalog or salesman’s call, write to: 
Ry se SHERMAN BROS. SHOE MFG. CORP. 
Pa 230 JACKSON STREET, LOWELL. MASS. 
Sprague to Direct Carton shoe industry by United’s affiliate, the a subsidiary of General Shoe Corpora- 
Machi Sal f 1s “s Hogue-Sprague Corporation of Lynn, tion, Prior to that, he headed the 
achine Sales for USMC Mass., is also widely used in other factory division of D. Myers & Sons of 
Boston — Richard K, Sprague of industries for in-plant forming of car- Baltimore, and also served as the firm’s 
Salem, Mass., has joined the United ‘tons from flat blanks. Hogue-Sprague merchandising director. 
Shoe Machinery Corporation to direct Will continue to distribute the machine During World War II, Mr. Arnold 
sales of the Boxmaster carton forming im the shoe industry. headed the work simplification program 
machine, which United’s industrial Mr, Sprague joined Hoague-Sprague for the Army Air Force, Prior to the 
as a salesman in 1935 and thus has 
had more than 20 years of experience 
in the boxboard and corrugated board 
field. He rose from salesman to assis- 
tant sales manager of Hoague-Sprague 
and, prior to his recent transfer to 
United, was manager of the Lynn 
company’s industrial machinery divi- 
sion. 
Arnold Chosen to Manage 
Hussco’s Honesdale Factory 
New York—Charles R. Arnold has 
been appointed general manager of the 
Honesdale factory division of Hussco 
Shoe Company, it was announced by 
William Manowitz, Hussco president. 
RICHARD K. SPRAGUE Mr. Arnold comes to Hussco with a CHARLES R. ARNOLD 
background of 24 years in the shoe 
sales division will distribute in all industry. He formerly was vice-presi- war, he was affiliated with the Hecht 
( ) markets except the shoe industry. This dent and general manager of I. Miller Company in Washington, D. C,. and 


machine, originally developed for the 


& Sons in charge of the retail division, 





HELANCA NYLON 


i | 100% 


ASSORTMENT WANTED. 
Name 


Street 





S+TeR-EoT-CoH 


UNCONDITIONALLY 

GUARANTEED 
Style Sizes | Gost Per Doz. | Retail 
INFANT'S 3-5! 50 | 
CHILD'S 6-7" “Se O|Ctsoee 
CHILD'S 8.9'4 4.25 59¢ 
GR, GIRL'S 10-41 4.25 596 
BOY'S 6-84 4.25 | 506 | 
BOY'S O11 | eS 59¢ 
MEN'S 10-13 


Wash Fast Colors, Asst, Colors and Patterns to the Individual Poly, Bag. 
Display Stand Free With Initial Order of 10 Dozen 

SCS eS SS SS SS SKS SSS SC SS SSS BSB eee eee ee eee 

Pamro Hosiery Co,, 475 Fifth Ave., New York 17, N. Y. 


PLEASE ENTER MY ORDER OF 10 DOZ. SOCKS, SPECIFY 
INCLUDE FREE DISPLAY UNIT. 


City 
State 





SOCKS | 


5.50 69¢ J fi~ 
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“Cabos 


BURNS CUBOID COMPANY 
P.O, BOX 658 * SANTA ANA, CALIFORNIA 


Abraham & Straus in Brooklyn, 


BURNS CUBOID FOOT BALANCERS 


Ring up two profits, not just one, Sell 
famous, comfortable Cuboids at the 
same time . . . don’t waste this 
once-only chance for a second 
handsome profit from foot- 
ailing shoe customers. Cuboids 
retail up to $6.95 a pair, 
Entire stock occupies only a 
few feet of storage space, Get 
the story — in your own store 
— write today! 
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TO 


die he 





—_ 


BOX HANDLERS 


LAA ET tt 


LONG ARMS 


Reach 
Shoe 


BOXES 
HIGH 


They grip them se- 
curely. ou con 
handle one or several boxes in a stock. You take 
the one you want and return the others. Empties 
ore returned to the shelf upside down. No ladder- 
climbing. No falls. No wasted energy. Quick 
end easy. Order several right now. Handle 
lengths 24” to 60". $350 parcel post prepaid 
in USA. Setisfaction quoranteed. Specify handle 
lengths you wont ond if for men's or women's 
boxes. Your jobber or 


CARL BEEMAN 
Cedar Heights Rood St 


SE Oe Oe ree 


JOBS 


i i i ial 





—™ 





amford, Conn. 


~~ 








Oi ai ial 





FOR OVER 40 YEARS 


rehokel¥ielal ta ni 


CANCELLATION 
STORES J 








All Price Ranges Quality Brands 


Lowest Prices Largest Stocks 


pr “Re be FR 
MOSINGER-COHN 














William Gray with Leverenz 
SHEBOYGAN, WI8,— William Gray 
has been named sales representative for 
the Leverenz Shoe Company and will 
sell Calumet Collegiates and Kushion 
King shoes in Virginia and the Caro- 
linas, John H, Esch, vice-president and 
sales manager, has announced, Mr, Gray 
is widely experienced, having formerly 
sold the dress shoe lines for the Wol- 
verine Shoe & Tanning Corporation, 
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Leather Finishing Company 
Adds Abe Cohen to Staff 


PEABODY, MAss.— Abe Cohen, well 
known in the leather and tanning 
industry, has joined the firm of Cres- 





ABE COHEN 


cent Chemical Company, here. He joins 
the firm as treasurer, having purchased 
the interests of Eugene L. Mann. 

He will be associated with William 
J. Rose who will continue to take active 
part as president. 

Mr. Cohen brings to the firm a wide 
background in tanning and finishing of 
leather and will be active in all phases 
of the business. 

The Crecent Chemical Company has 
been long established, producing prin- 
cipally leather finishes. 


Distribution of Promettes 
Extended to West Coast 


BROCKTON, MASs. -— Radcliffe Shoes, 
Inc., manufacturers of the Promettes 
line of women’s shoes, has entered into 
an agreement with the Pacific Coast 
Shoe Company whereby the latter will 
have the exclusive right to distribute 
Promettes on the West Coast. 

The distribution company is located 
at 768 South Los Angeles Street, and 
is owned and operated by Jack Orli- 
koff, A sales force already has been 
organized and the men are now in 
their territories, Other salesmen will 
be added to the staff in the near 
future. 


Brauer Brothers Designer 


Sr. Louis—Kharlene Aldino has re- 
cently been appointed designer for 
Brauer Brothers Shoe Company, it was 
announced by Marilyn Karnes, director 
of design. 

Miss Aldino will work on all three 
lines, Confettis, Paradise and Paradise 
Kittens shoes, Previously, she was con- 
nected with David Evins, Inc., I, Miller 
and the Associated Shoe Merchants, 


Calls Factéring an Aid 
In Tight Money Situation 


New York- 
tion has 


The tight money situa- 
created conditions that are 


4 


TO 


ll el i ela eee dle ei ie thi ie el 


IN STOCK SHOES 


i eh te aah eal aah ahi edie thie hie) 


GMITEZE prorit POINTERS! 
BETTER SERVICE means 


BETTER JUVENILE 
Toddlers to Teens SHOE SALES 


30 STYLES ALWAYS IN-STOCK 
Thick Soles, Double Stitched Construction 
To Retail 

$3.50 es $5.95 
250—Patent Leather 
|-Strap 4-6-—-8,C,0 


25!—Red 
252-—White 












39-—Black Grain 

2-Eyelet Tie 

40-—Brown Grain 

6'/,-12 12'/p-4 

A,B,C,D A,B.C.0 
Don't lose a single sale for want of sizes 
or widths! Fill in every Monday morning 
and rest assured your shipment will be 
made promptly from Smiteze practical 
IN STOCK department 


| MADE BETTER GMITEZE WEAR BETTER 
GREAT LAKES SHOE CO. 


OCONTO WISCONSIN 


“tailor-made for factoring,” according 
to G. D, Moran, vice-president of Com. 
mercial Factors Corporation, 


He also pointed out that because 
short-term borrowing costs at present 
bank rates have increased substan- 


tially, “manufacturers who never be- 
fore thought of factoring as a source 
of funds are now employing this form 


of financing.” Mr. Moran’s company 
buys accounts receivables outright, 
checks and guarantees credits and 


makes collections for its clients. 

He estimates that the nation’s fac. 
tors purchased $3,500,000,000 worth of 
receivables last year, in addition to 
lending “millions upon millions for 
special purposes, such as expansion of 
facilities,” 
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ses Nant Ads 


m6 SALESMEN WANTED SALESMEN WANTED SALESMEN WANTED 
| 














| Se ESMEN WANTED: TO CARRY OUT 
STANDING LINE OF CHILDREN’S 


BATES SHOE COMPANY WANTS AN EXPERI SHOES for old established firm-—medium pr iced 
- in stock babies through misses’ stitchdowns 


and cements-—Goodyear Welts in children’s and 


ENCED MEN'S SALE REPRE |} misses’ and growing girls’. Territories open 
| Michigan, Indiana, Ohio, Illinois, North and 


South Dakota, lowa, Nebraska and Missouri 


to sell to retailers in Florida and the Gulf Area. Only experienced men | | Shue Recorder, Chestaut & seth Strcets Phila 
will be considered. fom ame ntl arame 

This is an opportunity to join a consistently growing organization, amember | | Writitt' nie neil sar Voscmore Line 
of IS. We work for and with Independent Retailers. We do not compete CS ee ean a 
with them, Taepia Florida, “fecnsesss, ‘Kewvoocy, Teens 
BATES’ progress has been built on a solid foundation of good quality and } | kahoris. Repl) to’ How’ so, os sd Shoe 
fashion in the medium price field. Our Franchise is well respected. | 39 Penna iii 
The man who is to represent us in Florida must be a solid, substantial | © SALPSMEN WANTED: TO CARRY LINE 
individual, with the know-how and drive that will get results, If you can | | Stars and Bon Welts for Volume Trade. Terri 
qualify and want to join a company which can offer you a good future, | | Sent reicrences and application to Hox st 
write in confidence to | nee ee 


ALESMEN WANTED; EXCELLENT SIDE 
LINE for Salesmen with Good Retail Fol 
lowing to sell Top Line of Women's and Misses’ 
Fur Trim Beaded Moccasin House Slippers 
Commission basis, Beautiful item with tremen 


BATES SHOE COMPANY, Webster, Mass. 
Attention: F. E. Rye 











dous appeal, State territory now covering in 
SALESMAN WANTED — ARE lO PPORT U N LT YU] | fret reply. ‘To Box $44, Boot and Shoe Re 
YOU LOOKING FOR A CHANGE? Ww y v ‘ | eorder, Chestnut & 56th Streets, Philadelphia 
@ have several openings for side line rep 
NEEDED: EXPERIENCED SALESMEN TO CARRY resentatives for our wonderful line of open. | | °% Penna 
FULL OR PARTIAL STABILIZED LINE OF stock, in-stock low priced Juvenile Footwear. carvan ae 
WELL-KNOWN MEN’S, WOMEN'S AND CHIL- All open territories are well established. § ALESMEN WANTED: TO CARRY COM 
DREN'S SHOES AND SLIPPERS, YOU NAME 6% commission, lus bonus. saitite: | © PLETE LINE of the Country's Outstanding 
YOUR TERRITORY NEIL ARL ON, SALESMANAGER Romeos and Bowlers, for old established com 
Reoly to pe 548, T and SHOE RECORDER snatennn NATIONAL § ery COMPANY a pany All territories open except Michigan 


wut & 56th 44 4, Philadetphia 39, Penna. | 529-535 W. Pratt St., Baltimore 1, Md. Wisconsin, Minnesota and Lowa: commission ba 
- . sis. Reply to Box 543, Boot and Shoe Recorder 
Chestnut & 56th Streets, Philadelphia 39, Penna 


VOLUME SALESMAN WANTED SALESMAN WANTED | GALESMEN WANTED BY FOREMOST 














To carry Line of Children's, Pre-Welts and Ce- DISTRIBUTOR of Men's Dress and Work 
be Re S x of Men a T 
stron By Bony orien Ngnulae- ments, Luther Brand, Stock and Make Uns: Com- Shoes in the Popular Price Bracket. Must have 
man with a fellewing interested in in- mission basis, Can be carried with non-conflicting knowledge of the territory, Available are; Ohio 
creasin his income. eply will be han- Line, Established territories: Oklahoma, and State Indiana, Michigan, Illinois Reply to Rox §34 
died with strictest confidence. of Texas, Rely, with references, Root and Shoe Reeorder, Chestnut & S6th 
Streets, Philadelphia 39, Penna 
Address Bex 895, core BOOT & SHOE RECORDER THE KEPNER SCOTT SHOE CO., INC. Te eee 
Chestnut & 56th Streets, Philadelphia 39, Pa. Orwigsburg, Pa, 














JUDY 'N’ JERRY FOUR SALESMEN SIDELINE SALESMAN WTD. 
WANTED S!DE! INE SALESMEN WANTED to carry 


JOHNNTE WALKER Dress Oxford for men 





The Fastest Growing, Branded Line of Juvenile 
Footwear in the country has openings in the fo! 





| 

lowing territories; | | Territories: Tennessee, Mississippi, Ar- in stock, $10.95 retail, Line can be consolidated 
| BES. into two grips, MODERN SHOE COMPANY 
{ 1, Western Pennsylvania | kansas, Louisiana——Oklahoma and Kan- 1201 Washington Avenue, St. Louis, Missouri 
‘ 2, Louisiana and Southern Mississippi | sas—Maryland, Virginia, West Virginia ELANCA Foot Sox, Ornaments and Bows 
3. Eastern Missouri and Southern Iilinols and Eastern Pennsylvania; also Oregon Pocket size samples, Manufacturer offers 
+ highest commission, Reply to Rox 462, Boot 
4, Arkansas, Oklahoma and Washington—to sell well known line |S Recorder, Chestnut & 56th Streets, 

Y 5. Texas of Children's Stitchdowns and Patent | | Mhiladelphia 39, Pa, 
Write fully, in contidence, Straps. Liberal Commissions, Send ref- S IDELINE;: Make $50.00 Weekly selling our 
erences and application to— | ™ Do-lt-Yourself Sign Making Kits, Your eus 
SHERMAN BROS. SHOE MFG. CORP. PP | tomers will appreciate this service Write for 
Box 479, care BOOT & SHOE RECORDER | elireular, Sales Kit and order blanks furnished 
230 Jackson Street, Lowell, Massachusetts 1221 Locust Strect, St. Louls 3, Mo, at no cost to you, FRUCHEY SERVICE CQ,, 














{ ex 461, Napoleon, Ohio 








CLASSIFIED ADVERTISING RATES 


The rate for undisplayed ga advertising is 20 cents a word under any of our classified headings. Minimum amount 
accepted 18 words, $3.60, When a box number is desired, 12 words must be added for this and charged at the word rate, 
If advertiser's own name Bel address is used, count each word (street number is one word) at word rate, Classified adver: 
tising is payable in advance, Send check or money order with your copy, No accounts are opened for classified advertising 
except for regular advertisers on contract, 

The rate for all displayed or boxed in classified advertisements is $14.00 an inch with a maximum of 46 words per inch, 


Notice: All Classified Advertisements Should be Addressed to Our Philadelphia Office—Séth & Chestnut Streets, Philadelphia 39, Pa. 
ALL ADS MUST BE ON HAND 20 DAYS PRIOR TO PUBLICATION DATE 
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POSITIONS WANTED HELP WANTED WANTED TO PURCHASE 


























OSITION WANTED: SHOE STORE ELP WANTED: HAVE EXCELLENT 
PANAGER- EXECUTIVE, Twenty Years’ | 17 POSITION OPEN in Family Shoe Store CASH PAID FOR 
varied experience Ladies’ Shoes, also floor sales or reliable man. ust ully experienced in 
man New York, desires connection Faas pro all phases of Family Shoe Store eperstion. a SHOE STORES OTs 
gressive firm. Southwest preterred. eply to be able to furnish excellent references, G 
Box 538, Boot and Shoe Recorder, Chestnut & FAMILY SHOES, INC., 128 South Main CLOSE OUTS, OB L 
Soth Streets, Phitedciphis 39, Penna, Street, Newark, N. J, B SABIN 
: noe ae. ANTED: YOUNG, AGGRESSIVE SHOE 
AN, 45, WITH 30 YEARS’ SHOE BACK MAN for small Chain of Department Stores 101 DUANE ST, NEW YORK 7, W. ¥. 
GROUND, desires change. Capable Man rating in small towns in the South, REPLY: Telephone WOrth 2-2515 
ager, Buyer, Merchandise man for Chain or OX #217, Lawrenceville, Virginia, 


large Retail Store. Can handle personnel, Would 
preter Philadelphia, Delaware Valley area, Reply 
to Box 532, Boot and Shoe Men Sng 


h 
& 56th Streets, sdnamremetsr »”, Penna. raid FOR SALE 


STORE MANAGER AND BU YER, Capable, 


Dependable; Preter Family Shoe Store in FOR SALE Bee SHOE FACTORY 


Sowers State PP am od * _ pte ag Bo 
Shoe jecorder, nut 6th Streets, ila Los Angeles Manufacturer of Men's and 
deiphia 39, Penna Women's Casuals will sell plant fully 
equipped $32,500 full price — $10,000 
| | down, Established 9 years, 

LINE WANTED | | Address Box 547, are BOOT & SHOE RECORDER 


Chestnut & 56th Btrests, Philadelphia 39, Pa, 





























FD . 








SALESMAN, EXPERIENCED, DESIRES 
S LEADING LINE of Casual sind Protective ——— = BROITMAN- 
oonwear New tate, and/or vicinity 
See seule commission noaly to Box 546 | GOVERNMENT SURPLUS GAFFIN SHOES 
Bireets Philadlphin 39, ema sat & 56th Half Soles — Black Composition. Size 12. ine, * && 29-7290 
F Suen! pian eee Meade by Leading Manufacturers. 146 DUANE 5$T., N.Y. ¢. 
ANUVACTURERS. AND DISTRIB alga 
TORS: Qualified Shoe Traveling Sales Pes ‘ teh tele = 8 cis agen 
man with 20 years’ experience, wants complete HARRIS MACHINERY CO 





Lines of Men's, Women's and Children’s Drese , | 
and Play Shoes for the State of Florida, Reply Minneapolis 14, Minn, WE PAY CASH 








to Hox $40, Boot and Shoe Recorder, Chestnut 
& 56th Streets, Philadelphia 39, Penna, FAMIL Y SHOE STORY, tama Hatablisher for your 
Profitable Opgention ent $200,00 olume 
Approximately $50,000, Nationally Advertise: ° SURPLUS STOCK 





FOR LEASE Say a FE ey a ae * DISCONTINUED LINES 


Reply to Box 505, 


Chestnut & 56th Streets, Philadelphia 439 e CLOSE-OUTS 


OR LEASE: EXCELLENT LOCATION Penna, 
































FOR MEDIUM PRICED SHOR STURE; | . 
Fully “Pixtured, Modern Pront; Fast growing | FOR SALE: RETAIL SHUR OUTLET Entire Stock or Portion 
— Se A TL R., | ak me California. Por information write to High Quolity Shoes Proterred 
Philadelphia 34, Penna ‘ T, Johnson, same address 3 j Ladies * Men's * Children's 
SOF STORE EXCLUSIVELY FOR CHIL 
DREN AND TEEN-AGERS. Sixteen years 31 Me, 4th St. 
iv are location, in one o ovida’s fastest BARSH & co 
FOR RENT growing cities, Will -“ at oo pe sativing PH . Phila. 6, Pa. 
eply to Hox $37, Boot and Shoe Kecorder 666 
i +o & 56th Streets, Philadelphia 39, Penna Write or ONE 3 MA 7-1 
FOR RENT: STORE 20 FEET BY 100 Fok SALE; PAMILY SHOR STORE, East 
As i. wv, the Sengre at 25 West Main, ern Indiana town of $000, with pom indue 
adison, Wiseonsin -meellent for Shoe Store tri Reply to Hox 539, Root and Shoe Ke 
Possession July Virst. Vor particulars write aspen, Chestnut & 56th Street, Philadelphia 59, MORRIS BAYROFF 
i, BE. MEAGHER, 27 West Main, Madison Penna formerly with M & R Shoe Co, 
OW BALE: ONE-HALF INTEREST SHOE A 
STORK, best town Long Island; Profitable 157 DUANE ST., N.Y.C, 
David H, Kreider Honored Overation — hae iground required, Re Telephone Rictor 2-4249 
ply to Hox $41 and Shoe Recorder, Chest Highest Pri Paid ¢ 
’ qhes rices Fa or 
LEBANON, Ps,— David H. Kreider, | nt & 56th Streets, Philadelphia 19, Penna Complete Stores & Closeouts 
sales manager of the W. L. Kreider’s FoR BALE: ALL. OF THE CAPITA Leases Assumed 
STOCK of the Rand Shoe Ca., a corporation 
Bons Manufacturing Company, Inc,, which wane the well established Mand Shoe 
manufacturer of children’s welts, re- fare at 316 DeMers Ave., Grand Forks, North 
’ Jakota, Stock may he inspected at any reason: 
ceived a certificate of appreciation at able time, Submit bids by June 15, 1956, to MY HOBBY 
the fortieth annual dinner meeting here First National Bank, Executor of the Hl C Buying, Gelling Ghoes for 36 years 
of the Lebanon County Chamber of b Reperence Estate, Grand Vorks, North Da CASH TOP PRICES 
Commerce, Mr, Kreider is one of the Discontinued stocks 
: AMILY SHOE STORE, RENT $40.00; Vol 
past presidents of the chamber, to approximate  $25,000,00; Taealand HARRY HESS 
ae Bronce, i Miles fours of &t, Louis, Mo ry Rpode tirset ork 7, at 
eply to Hex 542, om and Shoe Recorder, r i 
Hide and Leather Division Chestnut & 56th Streets, Philadelphia 39, Penna saphone: Wrh Lami" deshmen 4 
000 Hide, Skin and Leather Division, Ar- 
Raises $50, for UJA : a new firm, Claremont-Maid Footwear, 


: 2 thur Loewengart, of Loewengart & 

New York—More than 65 leaders in Company, served as toastmaster, Guest 
the hide and leather industry attended speaker was Col, Dov Peleg, director 
an annual United Jewish Appeal din-| of the Jewish Agency Youth Depart- 
ner in the Hampshire House to honor| ment in New York. Colonel Peleg is a 
Aron Chilewieh, of Chilewich Sons & former combat captain of the U. 8, Air The Claremont plant, which will 
Company, & veteran in the industry! Force and former Israeli Air Foree | ™anufacture a medium-priced, flat 
and a philanthropie donor, More than! chief of staff. shoe for women, is expected to be turn- 


Inc,, headed by James L, Forma of 
Lawrence, Mass,, who, with two part- 
ners, also operates planta in that city 
and Auburn, N, Y, 





see aee was contributed to the work of ing out about 4,000 pairs of shoes daily 
UJA's agencies devoted to rescue, re- with 250 employes within 60 days, The 
lief, rehabilitation, resettlement and Claremont Plant Producing payroll is likely to be increased to 600 
refugee aid at home and abroad, SLAREMONT, N, H,-—Production has | within six months, Mr, Forma said, 







Martin Blumenthal, of Herman Hol-| been started in the former Interna- Edward Christy is manager of the 
lander, presided as chairman of UJA's| tional Shoe Company factory here by | factory here. 
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WANTED TO PURCHASE 


WANTED TO PURCHASE 


WANTED TO PURCHASE 








Topic of the Day 
WHO CAN 
BEAT IKE... 


WHO CAN BEAT 
UNCLE LOUIS’ 
PRICES... 


For the answer—phone or write 


LOUIS CAMITTA & SON 
01 READE 8T., NEW YORK, N. Y, 























THE RATIONS FinGET 
CANCELLATION SHOES 





IBARIS. BUYS tee. CASH!” 


Quick decision on your offers of discontinued and 
surplus men's, women's and children's shoes. 
Also complete stores considered 
Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St, + New York 7, N.Y. + Tel: WOrth 2-5180! 





CASH 
vi» PRICES 


SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


Write or wire for fast ae- 
tien . « «quality men's, 
women’s and children’s shoes, 


odwear FOR OVER 40 YEARS 
MOSINGER-COHN 


Nashington § 





WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
LOmbard 3.2062 


CAMITTA SHOE CO, 
120 No. 4th St. Phila, 6, Pa. 











ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED, 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 
George J. Arronson Associates 


187 DUANE ST,, NEW YORK, N. Y. 
RECTOR 2-4170-4171 














Max L, Melteer, Pres, 


WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES, 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC,, 269 PULTON AVE,, 





HEMPSTEAD, L. I, N.Y, 
Ivanhoe 1-9630 








SAM CAMEPEA & SONS 


Burplus Btocks @ OC} 








YOU DEAL WITH CONFIDENCE WHEN YOU DEAL WITH THE ORIGINAL 


95 Reade St,, New York 13, N, Y. 


Foremost Cash Buy ers of Fine Shoe Jobs Since 1906 


lete Btocka © Your Name and Brand Protected 


COrtiandt 7-6378.9 








TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 
LWAVS RELIABLE 

192 No, 4th St, Phila, 6, Pe, 
Phone: LO 3-9639 

















WE BUY CLOSE OUTS, SHOE STORES 
LEASES ASSUMED 
YOUR NAME PROTECTED 


B. & R. SHOE CORP. 


74 READE 97.. NEW YORK 7, N.Y. 
RALPH VOGEL 



























iE tsi ty 


l lil 


V Quality Shoes \V Complete Stores 
J CLOSEOUTS OR SURPLUS 


from Mfgr. or Retailer 
Any Quantity . . . Any Time! 


—s Tete 


6 0O0B 868 teeSSs Breet eS 


For Quick Action, 








é CE 31-3762 
QUALITY SHOES SINCE 32 


® “WHILE IN TOWN SEE WEIS 





MERCHANTS’ NEEDS 








Yeleus 


POvER NGOUEEA 


NEWSPAPER, ADVERTISING 


—if youadvertisein newspapers 
write today for free samples of 


1. Sterling Shoe Mat Service 


An outstanding service of 
carefully written copy, photo- 
graphs and beautiful art work 
for direct mail and newsa- 
paper advertising, 


2. Vincent Edwards Idea Clipping 
Service 


Actual newspaper tear sheets 
of ads of shoe stores; you se- 
lect the exact stores and 
cities you want to see or 
leave the selection to our ad- 
vertising vase 


VINCENT EDWARDS & CO. 


World's largest advertising 
service organisation 


$42 Madison Ave, 
New York City 


Hats avo 




















BUY BONDS 
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In Fashion’s Forefront 


[CONTINUED FROM PAGE 67] 


of easy elegance to our County Liners. Depth is the key- 
note of fashion for Fall '56,” says a memo from Faie Joyce. 

“Brushglove, a rough, rich-toned texture gives the weight 
and surface interest to complement the brushed and bulky 
look of Fall's sportswear knits and woolens . . . Brushglove 
will fall naturally into the campus and country picture 
and will appear unexpectedly in new fashion-endorsed city 
flats.” 

“Pebbleglove’s continental look of pebble-textured calf 
gives freshness and fashion-rightness to Joyce’s smooth 
leather shoes for Fall.” In speaking of Kaf-Appeal, Mrs. 
Joyce's fashion memo says “its mellow tannage is of the 
essence for fashion'’s soft, softer, softest shoe picture.” 
Finally, there is this comment on snakeskin, “The glove- 
tanned Makassar snakes in our City Liners are a triumph 
of tanning technique and provide one of the most interest- 
ing leathers in the shoe industry today.” 

* * * 


A FLORENTINE fabric in navy, royal, bronze and black is 
a featured material with Palizzio for transition shoes and 
cocktail wear. New with this firm, according to their style 
authority, Mrs. Walsh, is a new last on an 18/8 heel. Very 
important in Fall colors is black, followed by various 
shades of brown, Touches of gold are also emphasized. 

a2 eA 


HEELS are very much in the style news for Fall. It may 
be a new height that has been added or it may be a new 
idea of another kind, For instance, L Miller now has a 
heel which the wearer of the shoe can slip off and replace 
with another totally different style in color, material or 
ornamentation, The only constant factors are the size and 
height. It is planned to sell four different heels with each 
shoe, 

The FitzOn heel, a patented construction, has come 
back into favor because of the difficulty of putting new 
toplifie on the very slim heel. The invention consists of a 
toplift on a metal peg which fite right into a steel-lined 
channel up through the center of the heel. A woman can 
have an extra pair of these toplifts with each pair of shoes 
that she buys; provided, of course, that the maker of the 
shoes has made them with the channel in the heel, Several 
manufacturers have introduced this heel in their Fall lines. 





Limited Loan Participation 


[CONTINUED From PAGE 53] 


The bank then sends the application to SSA, to- 
gether with the terms and collateral, If a bank approves 
the loan, we go along in about 99 per cent of the cases, 
Collateral may be inventory, real or personal property, 
assignment of accounts receivable, or just personal 
guarantees, These are really character loans. 


Q). Is the LLP program being widely used by small 
businessmen 7 

A, Yes. In one two-week period recently, we ap- 
proved 47 LLP loans for $534,715, with a government 
participation of $349,978. In all, about 200 loans have 
been made since the program was instituted a year ago. 
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Q. Can you give a specific example of an LLP loan 
to a shoe store? 

A. Yes. Recently, our records show, the Jackson 
Shoe Store, of Boaz, Ala., received an LLP loan of 
$10,000. Local banking interests agreed to lend 35 pet 
cent of the total, with the Small Business Administration 
supplying the remaining 65 per cent. The rate of inter- 
est is 6 per cent. Mrs. Grace H. Jackson, the manager 
of the Jackson shoe store, states that she will use the 
loan to supply working capital and to consolidate the 
store’s debts. The government holds a lien on the store’s 
inventory, furniture, and fixtures. Mrs. Jackson says 
the store employs a total of three persons, 


Q. Would it be possible to start a business from 
scratch with an LLP loan? 

A, No. We wouldn’t put up all the money to finance 
a new business, 


Q. Is it possible for an established business with 
good earnings and meeting the other requirements to 
add a second location with an LLP loan? 

A. Not entirely, no. We might give him a regular 
20-year construction loan in participation with a bank. 
We might later add an LLP loan to help him stock the 
store, but only if he had already put a substantial 
amount of his own resources into the project. 


Q. Does SBA think the LLP program will be suc- 
cessful? 

A, We believe that through this plan, banks will be 
able to meet the financial needs of a considerably 
greater number of small business concerns than hereto- 
for has been possible, These are the firms which need 
the help most, so we do think the plan will be a 
success, 


SHOE ENOUGH 
By Bess Ritter 


W ive shoes were such high fashion in England in the 
1550s that Queen Mary actually passed a law which limited 
the toes to a “mere” six inches across. Such shoes were 
known as “scarpines” in Italy, and “escarpine” in France. 
Other names for this footwear were cow mouth, bear's paw, 
and duck’s bill, and its appearance makes such nicknames 
understandable. Such shoes appeared in various styles, 
some folke preferring a square toed effect, But others who 
liked the toes shaped into rolls, achieved this by stuffing 
them well with moss. 

The 16th century version of today’s high heeled shoes 
were called “chopines” and consisted of wooden stilts or 
pedestals, sometimes as much as 13 inches tall, which were 
originally designed for walking in sand and mud, How: 
ever, once the fashionable world adopted them, their ap- 
pearance changed greatly. Some were elaborately dec- 
orated with painted and gilded motifs. Others were en- 
crusted with mother of pearl and other stones. Still others 
were covered with leather or velvet. Consequently, their 
original use was completely discarded, As a matter of fact, 
only women who didn’t do much walking preferred this 
footwear. 
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eSre Your Are you suffering from a slowdown in production and 




















) distribution because your receivables are moving back 
. Js, / | ° ‘ 
B cakes to cash too sluggishly for the needs of your business? 
» Would your business move into high if your receiv- 
Locking? 7 
Loe HG: ables were suddenly turned into cash? 
’ My y : , y, -, . * 
That’s just what would happen if you were Factored 
j ° ° . 
by Crompton — for we turn all receivables into imme- 
: diate cash on a daily basis... just as long as you keep 
j ° ° . . 
CROMPTON shipping. And we assume all credit risks, thus encour- 
\ ) : : 
RICHMOND | 4 aging you to do more volume... volume you might 
q a qQ 
H ) ) *, ; ; 30 y ~ <7 va 
. COMPANY fear to credit if the risk was yours. 
PACTORS The Human Facler 
CROMPTON-RICHMOND CO., INC. 
1071 Avenue of the Americas, New York 18, N. Y. 
Crompton- Richmond -Joel Hurt Co. 
Glenn Building, Atlanta 1, Georgia 
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The Shoe Stylist... 


. and the SHANES in his or her shoes 





Style is basic. Style sells shoes. 


That's why shoe manufacturers put so much time, 

money and effort into styling. 

To keep styles “in style” longer, many make it a point to use 
United Shanks. The right United Shank complements styling, 
preserves the basic lines of the shoe, gives your customer a better 
product, United Shanks are Vita-T'empered for extra strength 

and freedom from distortion, They fit like the master models, 


UNITED SHOE MACHINERY CORPORATION 
BOSTON, MASSACHUSETTS 






VITA-TEMPERED STEEL SHANKS 
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Withou 


You're NOT 
in the Boys Shoe 


YOUTHS 124-3 
BOYS 1-6 
BIG BOYS 6-11 





OFFICES 

NEW YORK, Marbridge Building, Room 417 
LOS ANGELES, Alexandria Hotel, Room 805 
PHILADELPHIA, 12 §.12th St. Room 914 


IN CANADA. J Leckie & Co, LTD, 








IN-STOCK FOR 
GERBERICH DEALERS 


Boys will be boys! But, all boys are not the same 

in appearance, in size or in the types of shoes they 
wear. To be really in the “boys shoe business”, you 
must have the styles each age group wants, and 
the sizes and widths necessary to fit them 


with precision. 


from 


Gerberich- 


... the Finest Name 


Payne in Boys Shoes 
SHOE COMPANY 
MOUNT JOY PENNSYLVANIA 





